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A  Joint  Step  Forward 


Jointace'  includes: 

Cod  Liver  Oil 
Omega-3  Fish  Oil 
Glucosamine  Sulphate 
Vitamin  D 
Vitamin  E  (natural) 
Vitamin  C 
Folic  Acid 
Vitamin  B12 
Vitamin  K 
Zinc 

Manganese 
Copper 
Selenium 
Boron 


Healthy  joints  are  essential,  whether  your  customers  are 
involved  in  sport,  fitness,  or  wish  to  maintain  suppleness 
and  flexibility  later  in  life. 

Jointace"  from  Vitabiotics  is  a  new,  advanced  formula  providing 
special  all-in-one  support  to  maintain  supple  and  flexible  joints. 

Each  'liquid  capsule'  contains  a  unique  combination  ot  12  trace 
minerals  and  vitamins  with  Pure  Cod  Liver  Oil  and  ( )mega-3 
fish  oil,  known  to  help  keep  joints  healthy.  The  formula  also 
includes  Glucosamine  Sulphate,  the  special  ingredient  required 
for  the  body's  production  of  collagen,  plus  the  additional 
benefits  of  selenium  and  natural  vitamin  E. 

Jointace"  is  the  first  supplement  to  provide  the  full  spectrum 
of  nutrients  for  healthy  joints  and  muscles.  So  make  sure  you 
stock  the  formula  with  the  supple  difference. 
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the  new  advance  in  joint-nutrition 
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VITABIOTICS 

WHERE  NA  JURE  MEETS  SCIENCE 


Available  now  from  your  wholesaler.  Call  free  on  0800  980  9060  or  visit  www.vitabiotics.com 
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REGULARS 


COMMENT 


Pharmacists  meet  in  Birmingham  this  weekend  at  the 
flagship  event  of  the  professional  calendar  -  the 
British  Pharmaceutical  Conference.  For  the  first  time 
registration  fees  are  being  waived  on  Sunday  in  a  bid 
to  attract  community  pharmacists,  who  have  been  woefully 
thin  on  the  ground  in  recent  years.  The  new  format  is  a 
welcome  development.  But  there  are  other  reasons  why  it  is 
important  for  the  Society  that  the  BPC  this  year  is  a  success.  It 
could  usefully  draw  a  line  under  what  can  only  be  regarded 
as  an  annus  borribilis.  Although  the  year  has  not  been 
without  its  successes,  the  perception  is  that  as  a  professional 
body  the  Society  is  not  cutting  the  mustard.  Low  staff  morale 
and  internal  feuds  have  led  to  an  unacceptable  level  of 
turnover  among  headquarters  staff.  Even  those  not  practised 
at  reading  between  the  lines  cannot  have  missed  the  evidence 
that  all  is  not  well  .The 'president's  flat' debacle,  concerns  over 
the  Society's  financial  commitments,  and  dissent  from  Coun- 
cil members  are  the  visible  manifestations.  It  could  be  argued 
that  these  are  all  transient  symptoms  of  an  organisation  in  the 
throes  of  change.  If  there  was  more  evidence  that  the  new 
ways  of  working'  were  bedding  in,  that  a  refocused  Society' 
was  starting  to  deliver  in  a  more  powerful  way  than  before, 
linking  effectively  with  other  pharmacy  sector  organisations, 
making  an  impact  at  the  DoH,  then  pharmacists  could  take 
some  comfort.  At  present,  regrettably,  they  cannot.  The 
transition  period  is  proving  too  long,  and  the  Society7  has  lost 
ground  and  respect  among  its  peer  organisations  -  something 
that  has  an  impact  on  all  our  futures.  The  BPC  provides  a 
platform  to  demonstrate  that  Council  can  provide  strong 
leadership  and  that  there  is  good  management  at  the  RPSGB. 
And  let's  hope  that  Lord  Hunt,  in  his  speech  on  Tuesday,  lays 
out  a  future  on  which  the  profession  can  usefully  focus  its 
energies  and  leave  the  doldrums  of  the  past  year  behind. 
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PSNC/NPA  merger  is  'a  live  issue',  says  John  D'Arcy  4 

An  NPA/PSNC  merger  would  be  compelling, 
delegates  to  a  seminar  at  Chemex  2000  were  told 

Society  warned  not  to  interfere  with  PJ  editorial 

An  ex-editor  of  PJ  has  urged  that  the  Journal  must 
not  become  a  'mere  tool  or  the  Council' 

Plenty  of  evidence  weighing  in  for  RPM  defence 

A  'phenomenal  amount  of  evidence'  has  been 
collected  for  the  RPM  court  case,  says  Sue  Sharpe 

Stop  that  itch!  18 

Skincare  consultant  Sue  Steward  discusses  how 
pharmacists  can  help  alleviate  childhood  eczema, 
plus  a  round-up  of  the  skincare  market 
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Information  Resources  reports  on  the  sales 
performance  of  OTC  remedies  in  the  pharmacy 
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PSNC  expects  Tariff  reference 
generics  prices  to  fall       39 1 

According  to  Godfrey 
Horridge,  manufacturers  have 
been  set  a  test 

SB  sells  lines  to  meet  concerns  40 

Three  products  have  been  sold  J 
to  satisfy  EU  merger  concerns  <4 

Business  statistics:  Sales  heat  cools  down 

After  strong  sales  earlier  in  the  summer,  the  bad 
weather  caused  a  sharp  slowdown  in  sales  in  July 
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News 


Pharmacists  must 


commitment  to 
NHS  Plan 


Dr  Angela  Alexander 

We  must  demonstrate  pharmacy's 
commitment  to  delivering  profession- 
al competence  in  order  take  part  in 
the  NHS  National  Plan,  according  to  Dr 
Angela  Alexander,  vice-chairman  of  the 
College  of  Pharmacy  Practice. 

The  NHS  Plan  is  a  plan  for  invest- 
ment, and  "we  need  to  be  part  of  that 
investment  ",  said  Dr  Alexander  in  the 
CPP  seminar  at  last  weekend's 
Chemex  exhibition.  To  do  this,  phar- 
macists need  to  possess  the  relevant 
knowledge  and  skills  for  a  range  of 
existing  and  emergent  roles.  Most 
pharmacists  should  be  competent  in 
"core"  areas,  while  some  should  have 
"specialist "  competencies. 

Dr  Alexander  outlined  all  areas  of 
the  Plan  where  she  sees  opportunities 
for  pharmacy.  These  include  NHS 
Direct  referring  people  to  a  pharmacy, 
and  the  fact  that  one-stop  primary  care 
centres  will  include  pharmacists. 
Patient  group  directions,  which  must 
be  authorised  by  a  doctor  and  a  phar- 
macist, also  present  opportunities. 

A  wider  range  of  over-the-counter 
medicines,  and  improved  out  of  hours 
pharmacy  services  were  mentioned  in 
the  NHS  Plan.  AJso  mentioned  were 
repeat  dispensing  schemes  lor  chronic 
conditions  Health  minister  Lord  Hunt 
is  expected  to  give  further  details  of 
these  services  at  the  British  Pharma- 
ceutical Conference  in  Birmingham  on 
Tuesday. 

National  Service  Frameworks  are  to 
be  set  up  for  all  major  conditions.  And 
electronic  prescribing,  which  is  to  be 
in  place  by  2004,  will  give  easier 
access  to  repeat  prescriptions. 

Pharmacists  can  provide  support  in 
redesigning  care  around  patients. The 
Plan  recognises  the  need  for  contrac- 
tual-quality standards  for  single-hand- 
ed CPs.  This  provides  an  opportunity 
for  pharmacists  to  show  how  they 
cope  with  their  own  professional  iso- 
lation,,said  Dr  Alexander. 


NPA/PSNC  merger  is 
still  a  live  issue' 


The  National  Pharmaceutical  Assoc- 
iation has  confirmed  that  a  merger 
with  the  Pharmaceutical  Services 
Negotiating  Committee  remains  a  live 
issue  and  it  is  up  to  pharmacists  to 
ensure  it  occurs. 

Ben  Zatland,  the  NPAs  chairman, 
told  delegates  during  a  question  and 
answers  seminar  it  hosted  at  Chemex 
2000,  that  he  would  welcome  a  reduc- 
tion in  pharmacy  bodies. 

John  D'Arcy,  the  NPAs  chief  execu- 
tive, said  an  NPA/PSNC  merger  had 
been  mooted  since  both  organisations 
were  formed  over  20  years  ago.  Some 
observers,  he  added,  believe  a  unified 
NPA/PSNC  would  help  dismiss  the  per- 
ceived image  of  pharmacists  as  a  divid- 
ed profession,  and  would  enhance 
their  lobbying  power  over  the 
Government  "  However,  a  lot  of  people 
say  it's  not  a  good  idea  to  bring  these 
people  together  in  one  group,"  he  said. 

The  issue  was  recently  resurrected 
when  65  per  cent  of  Chemist  & 
Druggist's  pharmacy  panel  said  the}' 
favoured  a  merger  (C&D  June  3,  p30). 

One  of  the  seminar's  delegates 
asked  whether  it  was  worth  merging 
with  the  Royal  Pharmaceutical  Society, 
but  the  NPA  said  this  posed  greater 
problems  because  RPSGB  was  a  regu- 
latory/registration body,  representing 
a  broad  spectrum  of  pharmacists, 
whereas  the  NPA  and  the  PSNC  were 
primarily  interested  in  community 
pharmacists.  "In  the  interim,  perhaps 
we  should  form  alliances  to  work 
together  on  strategic  issues,"  said  Mr 
D'Arcy. 


Pictured  at  the  NPA  question  time  at  Chemex  are  from  left: 
head  of  professional  development  Georgina  Craig, 
chairman  Ben  Zatland  and  director  John  D'Arcy 


Delegates  asked  the  NPA  panel  why 
Boots  The  Chemists  was  not  an  NPA 
member,  and  why  the  chain  did  not 
seem  interested  in  creating  one  voice 
for  pharmacy. 

Mr  Zatland  said  BTC  was  welcome 
to  join  the  NPA  because  the 
Association  would  benefit  from  BTC  s 
strong  lobbying  power.  Although  the 
chain  sometimes  acted  at  odds  with 
community  pharmacies,  he  added,  its 
work  generally  supported  them. 

"If  Boots  does  join,  wouldn't  the  tail 
end  up  wagging  the  dog?"  asked  one 
delegate. 

Mr  D'Arcy  conceded  this  was  a  valid 
concern,  but  assured  the  audience  that 
the  NPA  would  not  change  its  infra- 
structure without  setting  up  checks 


Private-Rx  launches  online  CPD  service 


Private-Rx,  an  information  network  for 
UK  pharmacists,  has  launched  an  on- 
line service  for  continuing  profession- 
al education. 

Questions  on  selected  topics  will  be- 
e-mailed to  members  and  they  will  be 
given  suggested  answers  three  days 
later.  After  four  topics  are  covered, 
members  will  be  able  to  take  a  multi- 
ple-choice questionnaire,  which,  if  suc- 
cessfully completed,  earns  them  two 
hours  towards  the  College  of 
Pharmacy  Practice  continuing  educa- 
tion requirement 

Private-Rx  is  recognised  by  the  CPP 
as  an  accredited  provider  of  continu- 
ing education.  Certificates  of  comple- 
tion, personalised  to  the  participant, 
can  be  printed  from  the  web  site. 

"We  now  have  around  620  mem- 
bers and  the  use  of  the  internet  by 


pharmacists  has  grown  enormously  in 
the  last  two  years,  since  free  internet 
access  was  offered  to  the  public,"  said 
Simon  Whitaker,  founder  and  propri- 
etor of  Private-Rx. 

"The  peak  usage  time  for  our  mem- 
bers is  9- 10pm  and  the  main  focus  is 
email-based  discussion  groups.  This 
new  service  is  one  way  that  pharma- 
cists can  keep  up-to-date  without  hav- 
ing a  big  time  commitment." 

Mr  Whitaker  said  that  an  average 
user  could  expect  to  build  up  around 
1 2  hours  of  CPD  over  the  year. The  ser- 
vice,'QuestionTime',is  emailed  free  to 
members,  although  non-members  can 
also  view  the  four  topics  to  date: 
Parkinson's  disease,  heart  failure, 
patient  group  directions  and  asthma. 
The  web  site  address  is  www.private- 
rx.net 


and  balances  to  ensure  it  remained  in 
control. 

Another  delegate  asked  the  NPA  to 
clarify  its  position  on  training  pharma- 
cy technicians.  Mr  D'Arcy  said  it 
backed  the  more  efficient  use  of  tech- 
nicians to  free  up  pharmacists''  time, 
but  stressed  it  had  doubts  about  the 
RPSGB's  mandatory  training  proposal. 

Georgina  Craig,  the  NPAs  head  of 
professional  development,  said  the 
impact  of  electronic  prescribing  on 
repeat  dispensing  would  have  more 
impact  on  how  pharmacists  manage 
their  workload  than  more  technician 
training. 

Look  out  for  this  month  s 
Update  question  paper 

Enclosed  in  this  week's 
issue  is  the  question-  | 


naire    for  Pharmacy 
Update  modules  car- 
ried in  August: 
odrug  misuse  (1 172) 
<3  nutrition  (1 173) 
;>  rheumatoid  arthritis  (1 174). 
Pharmacy  Update  is  a  distance  learn- 
ing programme  accredited  by  the 
College    of    Pharmacy  Practice. 
Previous  modules  can  be  obtained  by 
using  the  faxback  service  on  0891 
444791  (premium  rates  apply). 
Internet  users  can  catch  up  by 
accessing  the  dotpharmacy  site 
(http://mvw.dotpharmacy.com).  The 
Pharmacy  Update  multiple  choice 
questionnaire  and  telephone  marking 
service  are  supported  by  Genus 
Pharmaceuticals. 
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Cyber-prescribing 
becomes  a  reality 


Past  editor  warns  PJ  must  not 
become  'mere  tool  of  council' 


The  Royal  Pharmaceutical  Society  has 
been  given  a  strong  warning  by  a  past 
editor  of  the  Pharmaceutical  Journal 
not  to  interfere  with  the  title's  editori- 
al independence. 

Robert  Blythe  was  speaking  last 
Friday  at  private  function  to  mark  the 
retirement  of  the  editor,  Doug 
Simpson,  attended  by  friends  and  col- 
leagues, including  C&D  associate  pub- 
lisher John  Skelton. 

Mr  Blythe  paid  tribute  to  his  succes- 
sor's "courageous  fight"  to  maintain 
the  status  of  the  PJ  and  its  editor  with- 
in the  Society,  and  against  "the 
Society's  lapse  into  BBC  Birtism ", 

"Such  diversions  from  one's  real 
work  are  draining  and  demoralising, 
and  it  is  no  wonder  that  Douglas  has 
decided  to  call  it  a  day,"  he  said. 

Doug  Simpson  had  served  the  PJ 
and  pharmacy  well  over  the  past  35 
years,  and  he  was  able  to  exercise  that 
ability  in  an  atmosphere  of  freedom 
which  the  Journal  enjoyed,  said  Mr 
Blythe. 

"Sadly  as  he  leaves  there  is  a  feeling, 

Pharmacy  should 
be  first  stop  for 
lice  advice 

The  Doctor  Patient  Partnership  is  rec- 
ommending pharmacies  as  the  first 
point  of  contact  for  advice  and  treat- 
ment for  head  lice. 

A  survey  for  the  DPP,  published  ear- 
lier this  week,  revealed  that  the  public- 
is  still  confused  about  head  lice.  The 
survey  showed  that: 

•  50  per  cent  of  people  think  that 
head  lice  can  be  dangerous  if  not  treat- 
ed 

•  almost  30  per  cent  think  that  regu- 
larly using  chemical  treatments  will 
prevent  children  catching  head  lice 

•  over  70  per  cent  believe  that  head 
lice  jump' from  head  to  head 

•  one  in  five  respondents  thinks  a  GP 
visit  is  necessary  for  people  with  head 
lice. 

Members  of  the  public  are  being 
encouraged  to  make  the  pharmacy 
their  first  stop  in  a  leaflet  Head  Lice; 
What  you  can  do'.  Some  300,000 
leaflets  are  being  distributed  through 
GP's  surgeries. 

•  Vantage  Refresh  members  have 
received  a  comprehensive  training 
pack  on  head  lice  from  AAH 
Pharmaceuticals.The  pack  is  designed 
to  help  pharmacy  assistants  advise  cus- 
tomers and  includes  information  on 
detection,  treatment  and  how  to  pre- 
vent re-occurrence. 


a  fear,  that  that  freedom,  which  has 
been  often  threatened,  may  be  under 
fresh  attack  by  a  committee  set  up  by 
the  Council  to  map  out  a  new  direc- 
tion for  the  Journal. 

"Let  us  hope  it  is  not  a  downward 
direction;  that  our  fears  are  ground- 
less; that  the  present  Council  will  not 
disregard  the  wisdom  of  its  predeces- 
sors; and  that  it  will  ensure,  in  the 
words  of  the  Victorian  editor,  Horatio 
Paul,  in  1870,  that  the  organ  must  not 
sink  into  a  mere  tool  of  the  Council  " 

Meanwhile,  RPSGB  Council  mem- 
ber Sid  Dajani  is  seeking  signatures  for 
an  open  letter  to  Society  president 
Christine  Glover.  He  is  concerned  that 
no  definitive  statement  was  made 
regarding  the  long-term  editorial  inde- 
pendence of  the  Journal  at  the  last 
Council  meeting. 

"Council  has  not  asked  for  the  issue 
of  editorial  independence  to  be  revisit- 
ed ...  in  addition  many  letters  support- 
ing the  principle  have  been  written  by 
members  of  the  Society,"  he  said. 

At  Council's  last  meeting  at  the 


Robert  Blythe  remains 
strongly  in  favour  of 
editorial  integrity 


beginning  of  August  members  were 
told  (hat  the  Society's  officers  were  set- 
ting up  a  small  task  force  which  would 
examine  the  editor's  post  before  a  suc- 
cessor to  Mr  Simpson  was  appointed. 
The  post  will  not  be  advertised  until 
after  the  task  force  has  reported  to  the 
October  Council  meeting. 


Allcures.com,  the  online  pharmacy, 
has  signed  a  partnership  agreement 
with  e-med. co.uk,  the  online  medical 
consultation  service. 

In  the  first  link-up  of  its  kind,  the 
two  companies  have  worked  together 
to  develop  a  protocol  for  providing 
e-prescriptions  privately  to  patients. 
They  say  that  the  protocol  ensures 
that  a  high  standard  of  patient-confi- 
dentiality is  maintained. 

Patients  who  have  a  private  consul- 
tation with  a  doctor  via  e-med  will  be 
given  the  choice  of  having  their  pre- 
scription fulfilled  by  allcures.com  or 
by  their  own  pharmacist. 

The  encrypted  prescription  is  then 
sent  by  e-med  to  allcures.com,  where 
it  is  checked,  sent  for  authorisation  by 
the  patient  (once  they  have  registered 
with  allcures.com)  and  fulfilled.  The 
prescription  can  then  be  delivered 
anywhere  in  the  UK,  usually  next  day, 
says  the  company. 

Jai  Cheema,  chief  executive  officer 
of  allcures.com,  said:  "The  patient  will 
be  given  the  choice  of  where  they 
want  their  prescription  fulfilled.  Our 
pricing  structure  is  in  line  with  high 
street  pharmacies,  so  it  will  range  from 
under  £5  for  an  item  to  £,10-20. 

What  is  new  about  our  service  is 
that  the  prescription  is  sent  in  an 
encrypted  form  between  e-med  and 
ourselves,  and  offers  a  full  service  to 
the  patient." 


IN  BRIEF 


Drug  alert  after  wrong  leaflet  is 
found  in  pack 

Sterwin  Medicines  is  recalling  sever- 
al  batches  of  atenolol  tablets  due  to 
a  pack  being  found  which  contained 
a  patient  infotmation  leaflet  for 
cimetidine.  The  affected  batches  are 
as  follows:  atenolol  tablets  25mg 
28s  batch  number  A002  expiry 
February  2003;  atenolol  tabs  50mg 
28s  BN  A005.  A006  and  A007,  all 
expiry  January  2003;  and  atenolol 
tabs  lOOmg  BN  A005  and  A006, 
both  expiry  February  2003,  and 
A007  expiry  March  2003  The  class 
2  recall  was  issued  on  Tuesday. 
Further  details  of  the  recall  are  avail- 
able from  Sterwin  on  01483 
505515. 

Asthma  management  pilot 
success 

Pharmacy  Alliance,  part  of  Unichem, 
has  extended  its  asthma-manage- 
ment programme  to  65  Moss  and 
Unichem  pharmacies.  The  scheme 
targets  asthma  patients  who  have 
managed  their  treatment  for  a  long 
period  of  time  without  consulting  a 
GP  or  pharmacist. 


Trust  funds  Scottish  drug  misuse  study 


Methadone  maintenance  and  reduc- 
tion will  be  studied  as  part  of  a  major 
research  programme  on  drug  misuse 
in  Scotland. 

Most  of  the  Robertson  Trust's  £1.1 
million  investment  in  research  to 
improve  understanding  of  drug  misuse 
will  be  spent  on  a  large-scale  study  of 
the  effectiveness  of  drug  treatment 
and  care  services.  It  will  involve  track- 
ing the  progress  of  about  1 ,000  drug 
misusers  over  four  years  to  identify"  the 
best  approaches. 

The  programme  will  look  at  what 
makes  some  young  people  resist  drugs 
and  others  get  involved,  by  following  - 
for  three  years  -  11-12  year  olds  who 
have  managed  to  resist  drugs  despite 
living  in  drug-using  areas  or  having 
drug-using  family  or  friends.There  will 
be  a  review  of  education  and  preven- 
tion schemes  across  Europe  to  see  if 
lessons  can  be  learned  for  Scotland. 

Professor  Neil  McKegany,  Glasgow 
University's  Centre  for  Drugs  Misuse 
Research,  will  carry  out  the  research. 


The  study  will  complement  the 
Scottish  Executive's  own  drug 
research  programme,  currently  out  for 
consultation. 

Professor  McKegany  and  his  col- 
leagues have  found  that  one  in  ten 
school-children  in  Scotland  may 
already  be  using  illegal  drugs  by  the 
age  of  11  to  12.  Their  study  of  930 
pupils  showed  that  over  half  had  used 
more  than  one  substance.  The  most 
popular  drug  was  cannabis  (79  per 
cent),  followed  by  magic  mushrooms 
(27  per  cent),  temazepam,  LSD, 
amphetamines,  Ecstasy,  cocaine  and 
heroin. 

The  users  were  much  more  likely 
than  their  non-using  peers  to  have 
been  exposed  to  illegal  drugs,  to  have 
been  involved  in  a  range  of  problem 
behaviours  and  to  have  friends  with 
problem  behaviours.  Those  taking 
drugs  were  also  significantly  more  like- 
ly to  have  smoked  a  whole  cigarette 
and  consumed  a  whole  alcoholic 
drink 


NPA  launches  extemp  dispensing  book 


The  National  Pharmaceutical 
Association  has  produced  .1  bunk  lor 
recording  extemporaneous  dispensing 
procedures  and  specials  procurement. 

Tlie  book's  main  purpose  is  to  allow 
all  records,  such  as  script  details,  calcu- 
lations and  labels,  to  be  kept  for  a  pre- 
scription if  dispensed  extemporaneous- 
ly, or  if  ordered  through  specials. 


The  'Extemporaneous  dispensing 
and  specials  procurement  record 
book'  is  priced  £9.95.  Further  details 
are  available  on  01727  832161. 
•  The  NPA  has  produced  a  rubber 
NCSO'  prescription  stamp,  priced 
£3.50,  to  endorse  prescriptions  in  light 
of  the  demise  of  Category  D  of  Part  VIII 
of  the  English  and  Welsh  Drug  Tariff. 
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Pharmacy  advice 
for  mental  health 

Community  pharmacists  are  an  under- 
used information  service  for  the  long- 
term  mentally  ill,  according  to  the 
results  of  a  pilot  stud)'. 

The  study  was  based  on  confidential 
consultations  offered  by  a  community 
pharmacist  at  two  mental  health 
resource  centres.The  service  was  eval- 
uated by  patients  and  staff  in  a  ques- 
tionnaire. 

The  results  showed  that  community 
pharmacists  could  be  a  valuable 
resource  if  they  were  overseen  by  spe- 
cialist psychiatric  pharmacists. 

The  study  showed  that  many 
patients  had  concerns  about  the  use  of 
antipsychotic's  and  antidepressants, 
and  that  there  was  a  need  for  further 
information. 

Most  enquiries  concerned  side- 
effects  and  choice  of  prescribed  thera- 
py, although  patients  were  told  phar- 
macists could  not  offer  advice  on  the 
latter.  Patients  usually  volunteered  their 
medical  history  without  prompting 

The  study,  published  in  the 
Psychiatric  Bulletin  (2000;24:294-98), 
concluded  that  community  pharma- 
cists should  receive  postgraduate  train- 
ing in  mental  health  before  becoming 
involved  in  such  schemes  and  should 
be  remunerated  for  the  service. 

The  researchers  at  the  department 
of  pharmacy  at  King's  College,  London, 
said  that  an  informal  pharmacist  refer- 
ral system  could  be  set  up,  under 
which  patients  could  be  referred  to  a 
pharmacist  by  other  mental  health 
team  workers,  or  onwards  to  them  by 
the  pharmacist. 

Following  the  announcement  that  no 
agreement  um  reached  on  replacing 
Category  D  fC&D  September  2,  p6), 
we  received  this  open  letter  from  the 
NPA's  chairman,  Ben  Zatland: 
'I  read  with  dismay,  disappointment 
but  not  complete  surprise  of  the  fail- 
ure of  the  DoH  to  agree  a  replacement 
mechanism  for  Category  D  inspite  of 
the  honest  efforts  of  PSNC. 

If  contractors  are  to  avoid  dispens- 
ing prescriptions  for  generics  in  short 
supply  at  a  loss,  they  will  now  be 
bogged  down  with  the  problems  asso- 
ciated with  encouraging  CPs  to  alter 
prescriptions  I  trust  that  contractors 
will  take  the  difficult  step  not  to  be 
financially  disadvantaged  by  this  devel- 
opment until  a  satisfactory  agreement 
has  been  reached. 

Unless  a  firm  stand  is  taken  by  con- 
tractors now,  on  this  matter,  one  can 
expect  more  contemptuous  manoeu- 
vres in  the  future  to  the  eventual  detri- 
ment to  patient  care.' 
Ben  Zatland 
NPA  Chairman 


RPM  case:  'phenomenal' 
amount  of  evidence 


A  "phenomenal  amount  of  evidence' 
has  been  collected  for  the  Resale  Price 
Maintenance  court  case,  Community 
Pharmacy  Action  Group  secretary  Sue 
Sharpe  has  said. 

On  October  2,  a  Restrictive 
Practices  Court  judge  will  sit  with  two 
assessors  -  an  accountant  and  an  econ- 
omist -  and  start  to  read  through  150 
double-sized  ring-binder  files  in  time 
for  the  hearing  proper  to  begin  on 
October  16.  It  is  expected  the  case  will 
continue  for  six  weeks,  with  a  ruling  in 
December  or  possibly  January. 

Setting  out  the  pharmacy  case,  Mrs 
Sharpe  said:  "The  key  issue  is  com- 
moditisation  of  medicines.  We  are  see- 
ing more  and  more  people  are  picking 
up  their  bathroom  cabinet'  medicines 
with  their  other  groceries.  People  are 
not  thinking  of  medicines  as  a  differ- 
ent need."  This  will  have  an  immense 
impact  if  it  continues:  "If  they  do  see 
medicines  as  an  ordinary  item  of  com- 
merce, they  will  not  go  to  the  pharma- 
cy and  will  be  deprived  of  advice." 

In  addition,  supermarkets  will  be 
price-promoting  medicines.  "We 
should  not  be  smug  and  say  [the  loss 
of  RPM]  will  not  affect  the  face  of 


pharmacy.  Pharmacists  will  have  to 
compete  on  price  and  medicines  will 
not  be  'special',"  she  warned.  If  phar- 
macy loses  the  case,  then  Competition 
Act  law  would  prevent  the  profes- 
sion's Code  of  Ethics  stopping  phar- 
macists from  price-promoting  medi- 
cines. 

Mrs  Sharpe  added  that  supermar- 
kets would  be  interested  in  only  stock- 
ing brand  leaders,  possibly  denying  the 
public  access  to  a  full  range  of  medi- 
cines. There  is  also  the  one-stop  shop 
factor  to  consider:  "The  supermarkets 
are  not  interested  in  the  profits  they 
derive  from  medicines,  but  the  effect 
they  have  of  getting  the  customer  to 
the  shop.  But  the  public  will  lose  the 
local  access,  the  local  amenity  and  the 
instant  access  to  the  pharmacist." 

Mrs  Sharpe  was  critical  of  the  tactics 
Asda  has  used  throughout  the  past  five 
years  to  put  pressure  on  manufacturers 
to  abandon  RPM  agreements.  Another 
sector  to  come  under  fire  wm  the  man- 
ufacturers of  generic  OTC  medicines, 
who  supply  the  supermarkets.  It  was 
them,  rather  than  the  branded  manu- 
facturers, who  have  been  behind  many 
of  the  P  to  GSL  applications. 


Community  pharmacists  were 
advised  to  continue  explaining  to  cus- 
tomers what  the  significance  of  the 
loss  of  RPM  would  be. 

Mrs  Sharpe  used  the  seminar  to 
thank  the  various  contributions  that 
have  been  made  in  "an  amazing  com- 
mitment of  effort".  .Among  these  were 
the  pharmacists  who  have  provided 
evidence  and  may  be  called  upon  in 
court. "They  have  been  prepared  to  go 
to  a  tremendous  amount  of  effort  to 
look  at  the  business  and  see  how  the 
loss  of  RPM  will  hit  them.  Without 
them,  we  will  not  win  the  case." 

Further,  "the  community  pharmacy 
sector  ow:es  a  great  deal  to  the  indus- 
try for  sticking  with  us  despite  the 
pressures  of  the  major  outlets,  the 
supermarkets". The  Proprietary  Assoc- 
iation of  Great  Britain  has  been  a 
staunch  all}',  too.  and  its  director.  Sheila 
Kelly,  is  one  of  the  expert  witnesses. 
Others  will  be  NPA  director  John 
D'Arcy.  CPAG  chairman  David  Sharpe 
and  Mrs  Sharpe. 

CPAG  reckons  that  by  the  time  die 
ruling  is  made,  corporate  pharmacy 
will  have  spent  some  £5  million  in 
fighting  the  case. 


Prison  term  hidden  from  customers 


A  pharmacist  jailed  for  false  account- 
ing served  his  time  without  any  of  his 
customers  knowing,  a  disciplinary  tri- 
bunal heard  last  week. 

Ritesh  Shah  returned  to  his  premis- 
es, Barnet  Chemists  in  Watford,  weeks 
later  to  a  warm  welcome,  the  Royal 
Pharmaceutical  Society  was  told. 

John  Jones,  representing  Mr  Shah, 
urged  that  the  lack  of  publicity  at  the 
time  meant  his  client  need  not  be 
struck  off,  but  the  Society's  Statutory 
Committee  disagreed. 

Chairman  Lord  Fraser  of  Carmyllie, 
QC,  told  Mr  Shah  the  Committee  had 
vcr\  little  dillic  Lilt \  dec  iding  he  was 
unfit  to  be  on  the  Register  and  ordered 
his  name  be  erased. 

At  Watford  Magistrates  Court  on 
October  21,  1999,  Mr  Shah  admitted 
falsifying  a  document,  namely  a  pre- 
scription form,  with  a  view  to  gain  for 
himself  or  another  between  August  1 , 
1997,  and  May  31,  1998.  He  asked  for 
11  other  offences  of  a  similar  nature 
committed  between  September  16, 
1997,  and  March  13, 1998,  to  be  taken 
into  consideration. 

The  magistrates  committed  him  to 
St  Albans  Crown  Court  for  sentence, 
where  on  December  20  last  year  Judge 
Cripps  imposed  a  three-month  prison 
sentence. 

Geoffrev  Hudson,  solicitor  to  the 


Committee,  told  the  Statutory 
Committee  hearing  that  the  pharma- 
cist committed  the  offences  between 
September  1997  and  March  1998,  in 
respect  of  drugs  prescribed  to  a  resi- 
dent of  a  nursing  home. 

He  said  resident  PS'  was  originally 
prescribed  120  Risperidone  a  month 
but  when  the  doctor  intended  to  halve 
the  dose,  Mr  Shah  continued  claiming 
for  the  full  dose  while  dispensing  the 
correct  amount 

This  was  discovered  when  the  GP 
realised  the  error  and  an  investigation 
took  place.  Mr  Shah,  who  had  illegally 
received  £1,572,  said  he  didn't  really 
need  the  money  and  was  deeply  sorry". 

Mr  Jones  told  the  hearing  the  phar- 
macist knew  the  correct  dose  because 
the  home  had  a  fail-safe  system  and  he 
had  been  told  of  the  change. 

"He  didn't  blame  the  doctor;  Mr 
Shah  confessed  and  co-operated.There 
was  no  scandal  and  when  he  was 
released  he  went  back  to  the  shop, 
wJiere  customers  were  pleased  to  see 
a  familiar  face." 

He  urged  the  Committee  not  to 
remove  Mr  Shah's  name  from  the  roll. 
There  was  the  element  of  "double- 
jeopardy"  -  being  punished  for  the 
same  thing  twice  -  and  he  had  the 
"agonising"  two-month  wait  for  his 
sentencing  at  the  Crown  Court. 


Thrush  protocols 
may  need  review 

Pharmacy  staff  may  not  be  asking  the 
right  questions  of  women  requesting 
thrush  treatments,  a  new  survey 
reveals. 

In  an  independent  survey  commis- 
sioned by  Bayer,  on  behalf  of  Canesten, 
46  per  cent  of  the  women  surveyed 
claimed  that  they  had  not  been  asked 
if  they  could  be  pregnant  when  buy- 
ing medicines  from  a  pharmaq'. 

The  survey  also  found  that  nearly 
half  of  the  women  (49  per  cent)  didn't 
know  which  products  were  suitable  to 
treat  thrush  in  pregnane}'. 

Just  under  a  quarter  of  the  respon- 
dents (22.9  per  cent)  had  suffered 
from  thrush  in  pregnane}'  and  almost 
one  in  ten  women  (1 1  per  cent)  didn't 
know  that  oral  thrush  treatments  were 
contra-indicated  in  pregnancy. 

Bayer  commissioned  MRSL  to  inter- 
view 350  women  in  Jul}'.  Melissa 
Howell,  Canesten  product  manager, 
said  that  it  was  important  not  only  that 
women  were  offered  a  suitable  prod- 
uct but  that  the  possibility  of  pregnan- 
cy w  as  raised  with  all  women  seeking 
thrush  treatment . 

Canesten  produced  an  enhanced 
'thrush  protocol'  for  pharmacy  staff 
last  year.  Copies  are  available  free  from 
Laser  Healthcare  on  01202  _780  5  58. 
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Where  have  the 
resources  gone? 

At  a  recent  meeting,  Susan  Deacon,  the 
Scottish  Health  Minister,  gave  Iter  view 
of  the  NHSiS  of  the  recent  past,  and 
how  it  will  change  over  the  next  few 
years. 

A  complete  redesign  of  the  Scottish 
Executive  policy  network  should  lead 
to  real  changes  in  the  health  service. 
Time  is  being  spent  matching  stated 
policy  directions  to  the  aims  of  the  ser- 
vice and  converting  them  into  prac- 
tice. Much  has  been  achieved,  but 
there  is  still  a  lot  to  be  done. The  link 
between  poverty  and  ill  health  has 
finally  been  acknowledged,  and  poli- 
cies and  actions  will  reflect  this. 

Fine  words,  but  there  is  still  an 
apparent  gulf  between  political  state- 
ments and  reality.  It  is  perhaps  true 
that  some  of  the  results  will  take  a 
decade  or  two  to  become  apparent; 
the  poor  health  record  of  the  West  of 
Scotland  didn't  start  overnight  and 
will  not  change  instantly.  However, tan- 
gible results  are  needed  to  convince 
people  that  improvements  have  been 
made. This  is  especially  true  for  health 


Results  are  needed 
to  convince  people 
that  improvements 
have  been  made ,} 


professionals  working  in  the  acute  ser- 
vices. How  much  of  the  extra  monies 
reportedly  being  spent  is  actually 
appearing  in  hospitals'  Contrary  to  the 
words  of  the  Minister,  it  appears  the 
answer  is  very  little.  The  question  all 
staff  are  asking  is:'Where  is  it  going'' 

Most  trusts  in  Scotland  have  project- 
ed funding  deficits.  Ms  Deacon  is  insists 
that  all  have  to  show  proper  financial 
controls.  Most  people  would  agree  that 
that  money  should  not  be  wasted,  but  it 
is  demoralising  for  staff  unable  to  pro- 
vide a  proper  service  for  patients 
because  they  are  short-staffed  or  have 
inadequate  equipment  to  be  told  that 
new  money  is  only  available  for  innova- 
tive services.  Many  have  left.  Staff  are 
tired  of  being  told  they  are  the  most 
important  resource  the  health  service 
has.  They  would  like  to  see  some  posi- 
tive proof  of  it.  One  piece  of  proof  that 
exists,  but  has  not  been  fully  recognised 
is  employment  protection.  No-one  can 
be  made  redundant;  redeployment  and 
retraining  are  the  order  of  the  day,  and 
with  no  detriment  to  earnings.  This  is 
some  comfort  during  these  times  of 
upheaval  and  reorganisation. 
Contributed  by  a  senior  hospital 
pharmacist 


Topical  Reflections 


Mothers  want 
Mousse  and 
nothing  else 

SSL  International  has  spent  a  lot  "I 
money  on  its  first-ever  national  TV 
and  press  campaign  for  full  Marks 
Mousse. That  is  the  company's  claim 
and  from  the  demand  I  have  been 
receiving  I  can  well  believe  it. The 
only  problem  is  that  I  quickly  sold  out 
of  my  existing  stock  and  now  I  cannot 
obtain  any  more.  All  my  orders  are 
cancelled  by  the  wholesalers  as 
manufacturers  cannot  supply'  and  I 
know  that  my  competitors  are  in  a 
similar  situation  because  that  is  what 
the  customers  keep  telling  me! 

To  compound  the  problem  the 
advertising  was  so  successful  that 
most  of  the  mothers  will  not  even 
consider  anything  else. They  arc 
convinced  that  Full  Marks  Mousse  is 
the  new  miracle  replacement  for  the 
now  tried  and  distrusted  alternatives 
and  no  amount  of  explanation  will 
dissuade  them. 

In  the  end  I  have  had  to  give  up  the 
unequal  struggle.  My  excellent  profit 
opportunity  means  nothing  now  that 
SSL  is  unable  to  supply,  and  as  for  the 
local  problem  of  head  lice,  I  should 
think  by  now  the  schools  are  running 
live  with  the  little  varmints.  None  of 
the  mothers  are  now  prepared  to 
treat  their  children  until  they  can 
once  and  for  all  eliminate  the 
problem  with  NEW  Full  Marks 
Mousse.  How  about  that  for  a 
successful  advertising  campaign1 

Time  for  a  change 
of  name  to  end 
this  confusion 

I  was  amazed  last  Saturday  to  receive 
an  urgent  letter  from  GlaxoWellcomc 
warning  me  of  possible  dispensing 
confusion  between  Lamictal  and 
Lamisal.  Amazed  but  not  surprised 
because  as  the  letter  said  this 
confusion  is  well  known  and  was 
officially  notified  to  pharmacists  via 
Current  Problems  in 
Pharmacovigilance  way  back  in  1997. 

What  has  prompted  another  urgent 
reminder  is  a  number  of  reports  of 
dispensing  errors  from  the  United 
States  so  Glaxo  Wellcome  are  quite 
rightly  being  extra  cautious  and 
reminding  all  I  K  pharmacists  of  the 
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potential  problem. 

But  still  the  danger  exists  and 
warnings  however  strongly  worded 
cannot  be  enough.  Before  any  more 
patients  are  harmed  one  of  these 
products  must  have  its  name  changed 
and  if  GlaxoWellcome  and  Novartis 
cannot  agree  on  how  to  proceed 
perhaps  the  MCA  should  intervene 
and  require  a  change  of  name  for  the 
newer  product 

Will  consumers  be 
coughing  up  for 
an  adman's  hype? 

I  am  very  aware  of  the  cost  of 
advertising  so  I  know  that  the  fold-in 
insert  to  the  C&D  for  new  Lockets 
Medicated  Linctus  must  have  been 
very,  very  expensive  but  with  a 
promise  of  £2  million  of  support  for 
the  brand  this  autumn  a  high-impact 
advertisement  to  the  trade  was 
needed  and  achieved. 

I  am  in  no  doubt  that  I  will  be 
asked  for  Lockets  Medicated  Linctus 
and  as  a  GSL  product  I  can  put  it  on 
open  display  as,  of  course,  can  every 
other  retailer  in  the  vicinity.  So  what 
am  I  selling  to  my  customers,  poor 
innocents  that  they  are,  for  the  price 
of±2.65fora  100ml  bottle? 

Why,  a  standard  formula  bottle  of 
Glycerin.  Lemon  and  Honey  with 
ipecacuanha  but  with  added  menthol 


and  no  lemon.  What  a  scoop  of 
pharmaceutical  formulation 
expertise! 

But  of  course  this  new  Linctus  is 
not  about  formulation  but  about 
marketing  and  it  is  the  consumer  who 
will  pay  the  price. And  who  am  I,  a 
mere  conscientious  community 
pharmacist  to  tell  them  otherwise.  I 
will  stock  this  new  linctus  but  I  will 
not  promote  it.At£1.25  per  100ml 
my  generic  bottle  with  lemon  is  far 
better  value  and  for  those  who 
believe  me,  a  bargain  is  to  be  had,  and 
for  those  who  will  not?  Thank  you 
very  much  that  will  be  ±2.65  please1 

Chemex  proves  to 
be  a  real  tonic 
once  again! 

Dotty  and  I  had  a  superb  day  at 
Chemex  and  Dotty  won  a  bottle  of 
C&D  vintage  2000  wine.  I  had  no 
such  luck  but  you  never  know  it  may 
have  been  me  who  won  the  BMW! 

But  seriously  we  both  enjoyed  the 
show.  I  went  with  an  open  mind  and 
was  not  disappointed.  I  learnt  about 
new  products,  bought  some  old 
favourites  at  excellent  prices  and 
went  away  with  plenty  to  occupy  my 
mind  about  the  future  of  e-commerce. 

Above  all  I  am  looking  forward  to 
next  year  and  a  new  venue.  I  like 
Olympia  but  oh.  that  parking' 
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Astr  aZeneca's  reflux  reaction 


AstraZeneca  is  launching  Nexium 
tablets,  which  contain  esomeprazole  - 
an  optical  isomer  of  omeprazole. 

Nexium  is  the  only  proton  pump 
inhibitor  to  have  an  indication  for  on- 
demand  use  in  patients  with  gastr- 
oesophageal reflux  disease  (GORD). 

Dosages  are  as  follows: 


•  treatment  of  reflux  oesophagitis  - 
40mg  once  daily  for  four  weeks. 
Another  four  weeks'  treatment  is  rec- 
ommended for  patients  with  unhealed 
oesophagitis  or  persistent  symptoms 

•  long-term  management  of  patients 
with  healed  oesophagitis  to  prevent 
relapse  -  20mg  od 

•  symptomatic  treatment  of  GORD  - 
20mg  od.  Once  symptoms  have 
resolved,  subsequent  symptom-con- 
trol can  be  achieved  using  on-demand 
Nexium  2()mg  od 

0  healing  and  preventing  relapse 
of  peptic  ulcers  in  patients  with 
Helicobacter  /^/on-associated  ulcers 
-  Nexium  2()mg,  amoxycillin  lg,  clar- 
ithromycin 500mg,  twice  daily  for 
seven  days. 
When  Nexium  is  combined  with 


MEDICAL  MATTERS 


drugs  metabolised  by  CYP2C19.  such 
as  diazepam,  citalopram,  imipramine. 
clomipramine,  and  phenytoin.  a  dose 
reduction  may  be  needed 

Side-effects  include  headache, 
abdominal  pain,  diarrhoea,  flatulence, 
nausea  and  vomiting,  and  constipation. 
Uncommon  effects  are  skin  disorders, 
dizziness  and  dry  mouth  .The  following 
have  been  observed  with  omeprazole 
and  may  occur  with  Nexium:  hyper- 
sensitivity reactions,  alopecia,  insom- 
nia, blurred  vision,  taste  disturbance, 
and  encephalopathy  in  patients  with 
pre-existing  severe  liver  disease. 

Basic  NHS  prices  for  28  tablets  are 
±18.50  for  the  20mg  strength  and 
±28.56  for  the  40mg  strength. 
AstraZeneca  UK  Ltd. 
Tel:  01923  272672. 


St  John's  Wort  as  effective  as  imipramine 


St  John  's  Wort  has  been  shown  to  be  as 
effective  as  imipramine  at  treating 
depression,  but  with  fewer  side 
effects. 

Hypericum  perforatum  (St  John's 
Wort  extract)  and  imipramine  are  ther- 
apeutically equivalent  in  patients  with 
mild  to  moderate  depression  after  six 
weeks'  treatment.  The  largest  con- 
trolled trial  of  hypericum  in  depres- 
sion, published  in  the  British  Medical 


Journal,  studied  324  outpatients  from 
40  clinics  with  mild  to  moderate 
depression. 

Patients  were  given  either 
imipramine  75mg  twice  daily,  or 
25()mg  hypericum  extract  ZE  117 
twice  daily  for  six  weeks  Depression 
improved  in  both  groups  by  a  similar 
amount.  However,  anxiety  symptoms 
showed  significantly  better  improve- 
ment in  the  hypericum  group. 


Adverse  events  occurred  in  63  per 
cent  of  patients  taking  imipramine 
compared  to  39  per  cent  of  those  tak- 
ing hypericum.  Only  3  per  cent  of  the 
hypericum  group  withdrew  because 
of  adverse  events,  compared  to  16  per 
cent  of  those  taking  imipramine. 

The  study's  authors  concluded  that 
hypericum  should  be  considered  for 
first  line  treatment  in  mild  to  moderate 
depression,  especially  in  primary  care. 


Alendronate  benefits  men 


Alendronate  has  been  shown  to 
increase  bone  density  and  prevent 
fractures  in  men  with  osteoporosis. 

The  first  large  controlled  trial  of 
osteoporosis  treatment  in  men  com- 
pared the  effect  of  alendronate  lOmg 
daily  and  placebo  on  241  men  with 
osteoporosis  over  two  years.The  mean 
age  of  the  men  was  63,  those  with  sec- 
ondary causes  of  osteoporosis  were 
excluded,  and  all  received  calcium  and 
vitamin  1)  supplements. 

Men  in  the  treatment  group  had  a 
mean  increase  in  bone  mineral  densi- 
ty of  7.1  per  cent  at  the  lumbar  spine, 
2.5  per  cent  at  the  femoral  neck,  and 
2.0  per  cent  for  the  total  body.  The 
placebo  group  had  an  increase  in  lum- 
bar-spine mineral  density  of  1.8  per 
cent  and  no  significant  changes  in 


femoral  neck  or  total-body  bone  min- 
eral density. 

Increased  bone  mineral  density  was 
greater  at  all  measurement  sites  in  the 
alendronate  group,  and  their  inci- 
dence of  fractures  was  lower  than  the 
placebo  group.  Men  in  the  placebo 
group  had  a  2.4mm  decrease  in  height, 
compared  to  a  decrease  of  0.6mm  in 
the  alendronate  group.  Alendronate 
was  generally  well  tolerated. 

Benefits  of  alendronate  therapy  and 
magnitude  of  effect  were  similar  to 
those  seen  in  postmenopausal  women 
with  osteoporosis.  One  limitation  of 
the  study,  published  in  the  New 
England  Journal  of  Medicine,  is  that 
most  of  the  men  were  white,  and 
results  may  be  different  in  other  racial 
groups. 


Aqueous  cream 
causes  concern 

Aqueous  cream  can  actually  make 
conditions  such  as  eczema  worse, 
according  to  the  Skin  Care  Campaign, 
an  alliance  of  the  UK's  skin-patient 
organisations  and  health  professionals 
interested  in  dermatology. 

Some  sufferers  of  skin  conditions 
such  as  atopic  eczema  can  develop  an 
irritant  reaction  to  the  cTeam.The  Cam- 
paign is  concerned  that  primary-care 
groups  are  advising  CPs  to  prescribe 
aqueous  cream  because  it  is  cheaper 

Campaign  chief  executive,  Peter 
Lapsley,  said:  "While  aqueous  cream 
can  be  useful  as  a  soap  substitute,  it  is 
unsatisfactory  as  an  emollient.  Substan- 
tial numbers  of  people,  particularly 
children,  are  sensitised  to  it  -  probably 
because  of  the  sodium  lauryl  sulphate 
it  contains." 


Once-daily  relief 
for  severe  pain 

Schwarz  Pharma  has  launched 
Moraxcn.  a  once-daily  controlled 
release  morphine  sulphate  hydrogel 
suppository. 

Moraxcn  is  indicated  for  the  short- 
term  treatment  of  severe  pain  in 
advanced  cancer  when  the  oral  route 
is  no  longer  feasible  for  administering 
morphine.  The  dose  conversion 
between  24-hour  oral  morphine  and 
Moraxen  is  1:1.  It  is  available  in  35mg. 
50mg."'5mg  and  lOOmg  morphine  sul- 
phate strengths,  providing  a  dosage 
range  of  35-200mg. 

Blister  packs  of  seven  suppositories 
cost  ±10.00  for  the  35mg  strength. 
±10.50  for  50mg.±15."5  for"5mg  and 
±21.00  for  lOOmg. 
Schwarz  Pharma  Ltd. 
Tel:  01494  772071. 


BRIEF 


Ferring  targets  infertility 
Menopur  injection,  from  Ferring, 
contains  menotrophin  as  follicle- 
stimulating  hormone  75iu  and 
lufeinising  hormone  75iu.  It  is 
licensed  for  treating  infertility  in  an- 
ovulatory women,  women  with 
superovulation,  and  men  with  hypo- 
gonadofrophic  hypogonadism.  The 
basic  NHS  price  is  £1 40  for  a  pack  of 
ten  powder-containing  vials  and  ten 
solvent  vials. 

Ferring  Pharmaceuticals  Ltd. 
Tel:  01753  214800. 

Herbal  medicines  guide 
A    guide    to    'Popular  Herbal 
Medicines'  has  been  published.  It 
gives  details  of  52  medicinal  herbs, 
including  dosage,  actions  and  cau- 
tions. If  also  contains  a  glossary  of 
medical  terms  and  an  ailments  index 
for  cross-referencing  with  herbs. 
'Popular    Herbal    Medicines'  by 
Penelope  Ody  retails  at  £2.99. 
BR  Pharmaceuticals. 
Tel:  0113  256  5836. 

Hepatitis  B  screening  leaflets 
The  Children's  Liver  Disease 
Foundation  has  produced  two 
leaflets  on  antenatal  screening  for 
hepatitis  B.  One  is  designed  to  be 
given  to  women  before  the  test.  The 
second  is  for  women  who  test  posi- 
tive. 

Children's  Liver  Disease  Foundation. 
Tel:  0121  212  3839. 
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Over  the  last  decade  in  pharmacy,  one  name  has  consistently  topped  the  charts  in  the  sales  of 
medicated  mouthwashes  -  Corsodyl."  Recently,  96%'  of  pharmacists  surveyed  said  they 
prescribe  Corsodyl  for  the  treatment  of  gingivitis  and  other  oral  conditions.  63%'  of  dentists 
regularly  use  Corsodyl  in  the  course  of  their  work  and  it  is  the  only  medicated  mouthwash 
that's  also  available  in  gel  and  spray  formats  -  perfect  for  localised  use.  No  wonder  Corsodyl 


remains  the  Number  One  for  pharmacists. 

Think  chlorhexidine  gluconate.  Think 


CORSODYL 


Corsodyl.  Uses:  Inhibition  of  plaque;  treatment  and  prevention  of  gingivitis,  maintenance  of  oral  hygi< 
promotion  of  gingival  healing  following  surgery;  useful  in  the  management  of  aphthous  ulceration  and  < 
candidal  infections    Presentation.  Spray  and  Mint  Mouthwash;  Clear  colourless  solution 
containing  0.2%  w/v  chlorhexidine  gluconate.  Mouthwash:  Clear  pink  solution  containing  0.2% 
w/v  chlorhexidine  gluconate.  Dental  Gel:  Clear  colourless  gel  containing  l%w/w  chlorhexidine 
gluconate.  Dosage  and  Administration.  Spray:  Apply  to  tooth  and  gingival  surfaces  and  ulcers 
using  up  to  12  actuations  of  the  spray  twice  daily.  Mouthwash  and  Mint  Mouthwash:  Rinse  mouth 
with  10ml  undiluted  for  one  minute  twice  daily.  Prior  to  dental  surgery,  rinse  mouth  with  10ml 
for  one  minute.  Dental  Gel:  Brush  the  teeth  with  one  inch  of  gel  for  one  minute,  once  or  twice  . 
daily.  Ulcers,  oral  candidal  infections:  Apply  gel  directly  to  sore  areas.  For  gingivitis  use  for  a  0T3l 
month.  For  ulcers,  oral  candidal  infections,  use  for  48  hours  after  clinical  resolution. 
Contraindications.  Previous  hypersensitivity  reaction  to  chlorhexidine.  Such  reactions  are,  1 


SO 


however,  extremely  rare.  Precautions.  For  oral  use  only,  keep  out  of  eyes  and  ears  Pregnancy  and  lactation.  No 
adverse  events  have  been  reported,  and  no  special  precautions  are  recommended  Side  effects.  Occasional 
irritative  skin  reactions.  Extremely  rarely,  generalised  allergic  reactions  to  chlorhexidine. 
Superficial  discolouration  of  the  tongue,  teeth  and  tooth-coloured  restorations  may  occur,  usually 
reversible.  Transient  taste  disturbances  and  burning  sensation  of  the  tongue  may  occur  on  initial 
use  of  the  mouthwash,  usually  diminishing  with  continued  use.  Occasional  oral  desquamation.  Very 
occasional  parotid  swelling  Overdosage.  Systemic  effects  are  unlikely  after  accidental  ingestion 
or  overdosage,  however  gastric  lavage  may  be  advisable.  Product  Licence  Numbers  and  Basic 
NHS  Cost  'Corsodyl'  Spray  (0079.0311)  60ml  (OP)  £4.10  'Corsodyl'  Mouthwasn  (0070/0313) 
P^fP  300ml  (OP)  £1.93  'Corsodyl'  Mint  Mouthwash  (0079/0312)  300ml  (OP)  £1.93  600ml  (OP) 
£3.85  'Corsodyl'  Dental  Gel  (0079/0314)  50g  (OP)  £1.21  Legal  Category  P  Date  of  last  revision 
June  1998  Licence  Holder  SmithKline  Beecham  Consumer  Healthcare,  Brentford  TW8  9BD. 


'Corsodyl'  and  'Corsodyl  the  Gold  Standard'  are  registered  trademarks. 


Source:  *A  C  Nielsen  1988-99  tPMSI  data  1999 


Anglian  adds  two 
more  to  Jackson  s 


Patches  of  willpower  for  slimmers 


Carter  Wallace  is 
launching  new  slimming 
patches  into  independent 
pharmacies  from 
September  11. 

Crave  Control  is 
designed  to  help 
slimmers  reduce 
cravings  for  chocolate 
and  other  sweet 
temptations. 

Made  by  The 
Aromacology  Patch 
Company,  the  patches 
are  impregnated  with 
an  active  aroma  derived 
from  a  combination  of  j 
specially  developed 
scents  that  create  a 
smell  similar  to  vanilla. 

The  principle  of  the 
product  is  based  on 
the  fact  that  95  per 
cent  of  taste  comes 
from  smell  and  that 
cravings  for  sweet 
foods  can  be  satisfied 


by  smell  to  save  calories. 

The  patch  is  activated 
by  body  heat  but  the 
ingredients  are  not 
absorbed  through  the 
skin  into  the  blood 
stream. 

One  patch  should  be 
worn  on  the  hand,  wrist 
or  just  below  the  collar 
bone  and  should  be 
replaced  with  a  new  patch 
every  24  hours  for  the 
three  week  course  of 
patches. 

The  launch  will  be 
supported  by  a  ±500,000 
promotional  campaign 
including  national  press 
advertising  and  PoS 
materials. 

Retail  price  is  £19.95  per 
pack  (21  days  supply). Trade 
packs  are  available  in  outers 
of  four. 

Carter  Wallace  Ltd. 
Tel:  01303  858828. 


New  Vicks  products  test  the  heat  and  then  steam  ahead 


BeWell  launched  a  range  of  six  Vicks 
products  at  Chemex  2000. 

The  new  Vicks  products  are  an 
electric  personal  steam-inhaler,  hot- 
steam  vaporiser,  digital  thermometer, 
comfort-flex  digital  thermometer, 
baby  thermometer,  and  VapoRub 
inhalator. 

Vicks  electric  personal  steam 
inhaler  (rsp  ±36.99)  uses  tap  water  to 
produce  a  steady  flow  of  warm,  moist 
air  inhaled  through  a  soft  plastic 
mask.  It  has  adjustable  steam-control 
and  can  function  on  dual  voltage. 

Zinc  and  vitamin  C 

Mars  Confectionery  is  launching 
a  new  zinc  and  vitamin  C 
supplement  in  its  Lockets  lozenges 
range. 

Zinc  48  combines  zinc  and  vitamin 
C  in  a  mentholated  lozenge 
formulated  to  help  support  the 
immune  system  against  winter 
illnesses. 

The  supplement  is  targeted  at  the 
health-conscious  consumer  aged 
between  24  and  40.  Each  lozenge 


The  hot  steam  vaporiser 
(rsp ±24.99)  increases  room- 
humidity  levels.  It  operates  for  up  to 
ten  hours  per  fill  and  has  an 
automatic  shut-off. 

The  digital  thermometer 
(rsp ±7.99)  is  said  to  be  accurate  to 
within  0.1C,  contains  no  glass, 
and  comes  with  a  three-year 
guarantee. 

Vicks  comfort  flex  thermometer 
(rsp  ±10.99)  has  a  flexible  tip,  fever- 
alert  function,  and  displays  the  last 
temperature  taken. 


contains  20  per  cent  of  the  RDA  of 
zinc. A  pack  of  ten  lozenges  provides 
the  RDA  of  zinc  for  48  hours. 

A  ±900,000  press  and  outdoor 
advertising  campaign  running  from 
October  to  December  will  support 
the  launch. 

The  pleasant-tasting  lozenges  come 
in  two  flavours  -  Spicy  Lemon  and 
Tropical  Punch.  Retail  price  is  ±0.79. 
Chemist  Brokers. 
Tel:  023  9222  2500. 


Vicks  baby  thermometer  (rsp 
±9.99)  is  an  orthodontic  teat  with 
temperature  sensor.  It  is  also  accurate 
to  within  0. 1"C  and  has  a  last-reading 
recall  function. 

Vicks  VapoRub  inhalator  (rsp 
±6.99)  offers  convenient  steam 
inhalation  and  can  be  used  with  Vicks 
VapoRub. 

Manufactured  by  Procter  & 
Gamble,  the  range  is  being  distributed 
in  the  UK  by  BeWell. 
BeWell  Ltd. 
Tel:  0870  8405060. 


A  new  range  of  reading  glasses  with 
spring-loaded  frames  was  on  display 
for  the  first  time  at  Chemex. 

ReadingSpecs  Co  is  launching  the 
optical-quality  frames  with  the  spring 
contained  within  the  frame  in  a  range 
of  strengths  from  +1.25  to  +4.00. 
Rimless  frames  will  retail  at  ±9.99  and 
those  in  a  selection  of  coloured  and 
gilt  metal-rimmed  frames  will  retail  at 
±11.99. 

ReadingSpecs  says  that  these 


range 

Anglian  Pharma  added  two  new 
products  to  its  Jackson's  range  of 
medicines  at  Chemex  -  a  mentholated 
balm  and  a  herbal  laxative. 

Jackson  s  Mentholated  Balm 
contains  eucalyptus,  menthol, 
camphor,  methyl  salicylate  and 
terpineol.  It  retails  at  ±1 .99  for  a  50g 
pot. 

Jackson  s  Herbal  laxative  contains 
senna,  cascara  and  rhubarb  .The  adult 
dosage  is  20ml  at  bedtime,  or  5ml  at 
bedtime  for  children  over  seven. The 
retail  price  is  ±2.49  for  100ml. 
Anglian  Pharma  pic. 
Tel:  01438  ^O^O. 

Emollient  offers 
relief  for  dry  -skin 
disorders 

Dermal  Laboratories  is  launching  a 
new  emollient  bath  additive  for  the 
symptomatic  relief  of  contact 
dermatitis,  atopic  dermatitis,  senile 
pruritus,  ichthyosis  and  related  dry- 
skin  disorders. 

Dermalo  Badi  Emollient  is  a  dye  and 
fragrance-free  bath  additive  that 
contains  liquid  paraffin  65  per  cent  and 
acetylated  wool  alcohol  5  per  cent. 

For  adults,  including  the  elderly,  add 
1 5-20ml  to  a  standard  bath  of  water. 
For  infants  and  children,  add  5-10  ml 
to  a  small  bath  or  wash  basin  of  water 

In  all  cases,  immerse  and  cover  the 
affected  areas  with  the  bath  water 
and  soak  for  10  to  20  minutes.  Pat  dry 
with  a  towel. 

Retail  price  is  ±6.83  for  500ml. 
Dermal  Laboratories. 
Tel:  01462  458866. 


frames  retail  at  less  than  an  optician 
would  be  able  to  buy  them. 

The  company  claims  to  have  the 
largest  selection  available  on  offer  in 
Europe  with  over  300  lines  in  total 
(starting  at  ±2.99)  and  1  million  pairs 
in  stock  at  any  one  time  and 
specialises  in  supplying  pharmacy 
outlets.  Stands  and  point  of  sale 
material  are  also  available. 
ReadingSpecs  Co. 
Tel:  020  7923  4441. 


lozenge  for  Lockets 


ReadingSpecs  springs  into  action 
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Not  designed  by  Wilkinson  Sword.  Not  designed  to  give  men  closer,  safer  shaves. 


WILKINSON  Incredibly  shorp  Alpha  diamond  coated  blades.  Ultra  thin  guardwires  to  protect  against  nicks  and  cuts. 
^^swokd^^^   The  new  Protector  30  Diamond,  there's  no  safer  wet  shave.  Stock  up.  Other  razors  don't  cut  it. 


r 


Protector  3D  DIAMOND, 


KMI  to  launc 
Proshave  get 
foam  on  market 

Knowledge  and  Merchandising  Inc. 
best  known  for  its  King  of  Shaves 
range  will  be  entering  the  foam 
market  with  the  launch  of  Proshave  in 
the  third  week  of  September. 

Proshave,  described  as  a  silicon- 
enhanced  product  with  vitamin  E  is 
available  as  a  foam  in:  Natural  250ml 
and  Menthol  250  ml,  each  retailing  at 
£3- 19;  and  as  a  gel  in  Natural  200ml 
and  Menthol  200ml,  rrp  £3  59  each. 

KMI,  which  appeared  at  Chemex 
for  the  first  time,  is  also  launching 
trial  75ml  ultragel  packs,  which  retail 
at  £1.49. 

Ken  Lamacraft  Marketing,  which  is 
promoting  the  range,  said  it  would  be 
backed  by  a £500,000  campaign. 

Ken  Lamacraft,  managing  director 
of  KLM,  said  it  made  sense  to  enter 
the  shaving  gel/foam  market  because 
it  accounts  for  80  per  cent  of  wet 
shave  sales. 

Ken  Lamacraft  Marketing  Ltd. 
Tel:  01372  275932. 


Lynx  could  cut  a  dash 
with  young  shavers 


Elida  Faberge  is  extending  its  Lynx 
male-grooming  range  into  the 
shaving  market  with  the  launch  of  a 
triple-blade  razor  and  shaving  gels 
on  October  9. 

The  Lynx  Triple  Blade  Razor  is 
targeted  at  young  men  who  already 


use  Lynx  bodyspray.  Elida  Faberge 
has  developed  the  razor  in 
conjunction  with  a  major  Japanese 
corporation  and  the  product  is  being 
manufactured  in  Japan. 

The  razor  combines  three  blades 
with  protective  micro-guards  to 


provide  a  safe,  close  shave.  It  features 
a  lubricating  strip,  water  flow- 
through  system  for  easier  rinsing  and 
a  small  co-polymer  bar  designed  to 
fit  all  face  shapes. 

Presented  in  a  protective, 
transparent  clip  case  with  black 
Lynx  branding,  the  razor  comes  with 
two  blades  (rsp  £4.49).  Replacement 
blades  are  available  in  packs  of  4 
(rsp  £4.49)  and  8  (£8.49). 

Lynx  Shave  Gels  come  in  three 
variants  (rsp  £2.99).  Smooth  Shave 
Gel  has  a  rich  and  creamy 
moisturising  formulation  to  leave  the 
skin  feeling  smooth.  Clear  Shave  Gel 
is  a  non-foaming  formulation  with  a 
semi-transparent  colour  to  enable 
the  user  to  see  where  he  is  shaving. 
Energy  Shave  Gel  has  a  menthol  and 
peppermint  formulation  to  stimulate 
and  revitalise  the  skin. 

The  launch  will  be  supported  by  a 
£5  million  marketing  campaign 
including  TV.  poster  and  press 
advertising  starting  in  October. 
In-store  promotional  activity  and  on 
pack  communication  on  Lynx  Body 
Spray  is  also  planned 
•  Lynx  has  a  "0  per  cent  share  of 
the  male  body  spray  market 
(Information  Resources  July  '00). 
Elida  Faberge. 
Tel:  020  8+81  6000. 


A  Sleek  look  for  darker  complexions 


Sleek  Cosmetics  is  adding  three 
ranges  to  its  Crazy  for  Colour 
cosmetics,  which  are  designed  for 
darker-skinned  women. 

The  Sheer  Lipstick  comes  in  ten 
colours  each,  retailing  at  £1 .99.  Natural 
Cover  Foundation  comes  in  four 
shades  and  will  retail  at£2.99.The 
Volumising  Mascara  comes  in  black 
brown  or  clear  retailing  at  £1.99. 

Sleek  has  also  updated  its  image 
with  new  point-of-sale  material 


featuring  three  Afro-Caribbean 
models  Media  support  will  include 
giving  away  free  sachets  with  Black  & 
Beauty  magazine  and  Pride.  Nearer 
Christmas,  the  company  will  also  be 
advertising  in  London  on  bus  shelters 
and  in  magazines. 

The  products  and  new  PoS  material 
will  be  detailed  to  retailers  from  this 
week. 

Sleek  Cosmetics 
Tel:  020  8556  9066 


Shaping  up  with  L'Oreal's  new  lotion 


LOreal  is  launching  a  new  facial 
skincare  treatment  in  its  Plenitude 
Revitalift  range. 

Revitalift  Slim  is  described  as  a  'face 
sculpting'  lotion  formulated  to  firm 
the  skin,  refine  facial  contours  and 
enhance  the  appearance  of  the  facial 
features. 

The  product  contains  two  active 
ingredients  -  Par-Elastyl  and  caffeine. 
Par-Elastyl  is  derived  from  vegetable 
proteins  and  has  been  shown  to  assist 


in  the  continuing  production  of 
collagen  and  elastin  fibres. 

In  conjunction  with  a  Chinese 
plant-extract,  caffeine  helps  to 
stimulate  the  elimination  of  excess 
fluids  from  the  skin  tissue. This  helps 
the  skin  look  more  toned  and 
improves  the  appearance  of  facial 
contours,  says  L  Oreal. 

Retail  price  is  £9.99  for  50ml. 
L  Oreal  Group  UK. 
Tel:  020  8762  4000. 


It  may  be  a  wash-out  but  it's  still  Fun! 


GAP  Research  is  targeting  children 
with  its  new  mouthwash,  launched 
Chemex.  Fun  Mouthwash  is  a 
concentrated,  mildly-antiseptic 
solution  that  is  added  to  water. 

Two  squirts  of  the  solution  are 
dispensed  into  the  bottom  of  a 
tumbler  and  water  is  then  added  to 


make  a  brightly-coloured  mouthwash, 
at        Fun  mouthwash  comes  in  five 
differently-coloured  flavours  -  Tutti 
Frutti, Aniseed,  Fruit  Bowl,  Pear  Drops 
and  Pina  Colada.  Retail  price  is  £3.98 
for  a  200ml  pump  spray. 
GAP  Research  Company  Ltd. 
Tel:  01322  386920. 


Time  for  a  lighter  shade  of  pale? 


Laboratoires  Gamier  is  launching  a 
new  blonde  hair  colorant  range. 
Blonding  is  a  range  of  three 
permanent  colorants  that  each  offer  a 
different  blonde  special  effect. 

Blonding  Sun  Spray  is  designed  to 
create  a  light,  sun-kissed  effect  on 
already-blonde  hair. The  pump  spray  is 
applied  directly  on  the  hair  and  the 
effect  develops  over  2-3  days. A  more 
intense  blonde  result  can  be  achieved 
by  drying  the  hair  with  a  hair  dryer. 

Blonding  Contrasts  is  for  bolder 
highlights  and  comes  in  two  shades  - 


for  light  and  dark  hair  Blonding 
Highlights  is  for  a  subtle,  permanent 
look. 

Contrasts  and  Highlights  are 
formulated  with  a  lightening  oxygen 
creme  to  permanently  lighten  the 
hair.  Both  products  also  contain  a 
conditioner  with  natural  wheat 
proteins  and  a  UV  filter. 

Retail  prices  are  £5.99  for  Sun 
Spray  and  Contrasts  and  £6.99  for 
Highlights. 

Laboratoires  Gamier. 
Tel:  020  8762  4010. 


DO  try  this  at  home  says  vibrant  Davina 


Wella  is  using  TV  celebrity  Davina 
McCall  to  spearhead  a  £4.5  million 
marketing  campaign  to  support  its 
Viva  Long  Lasting  Colour  hair 
colorant  this  autumn. 

Davina  will  appear  in  a  five-week 
national  campaign  in  September  and 
October  that  includes  TV  women  's 
press  and  radio  advertising. 

The  campaign  targets  25-44-year- 
old  women  and  is  designed  to  instil 
confidence  in  new  hair-colour  users 
and  encourage  current  users  to  be 
more  daring  with  their  shade 
choice. 

In  the  TV  commercial,  Davina 
demonstrates  the  benefits  ofWella 
Viva  to  viewers  and  suggests  that  they 
DO  try  this  at  home'. 

She  is  also  featured  in  PoS  material 
and  'Davina's  Diarv'  will  be  used  to 


support  a  third  off  promotion  in- 
store. 

A  direct  mail  campaign  features  a 
leaflet  written  in  the  style  of  Davina's 
Diary'  that  includes  a  £1 .50  moneyoff 
coupon  to  drive  trial. 
Wella  Great  Britain. 
Tel:  01256  320202. 
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IBULEVE 


MAXIMUM  STRENGTH 


GEL 


PENETRATING  GEL  FOR  FAST  LOCAL  RELIEF  OF  BACKACHE, 
RHEUMATIC  AND  MUSCULAR  PAIN,  SPRAINS  AND  STRAINS. 
ALSO  FOR  PAIN  RELIEF  IN  COMMON  ARTHRITIC  CONDITIONS 


ibuprofen 


EW  IBULEVE  MAXIMUM  STRENGTH 

For  backache,  rheumatic  and  muscular  pain,  sprains  and  strains 
and  pain  relief  in  common  arthritic  conditions. 


VE  Trademark  and  Product  Licence  held  by  Diomod  Developments  Ltd.  Hitchin.  Herts, SG4  7QR,  UK.  Distributed  by  DDD  Ltd,  94  Rickmansworth  Road, Watford,  Herts,WD  1 8  8QZy  U.K. 
tions:  Lightly  apply  2  to  5  cm  of  gel  (50  CO  lis  mg  ibuprofen)  to  the  affected  area.  Massage  gently  until  absorbed.  Wash  hands  after  use.  Repeat  as  required  up  to  three  times  daily, 
ations:  For  the  relief  of  backache,  rheumatic  and  muscular  pain,  sprains  and  strains.  Ibuleve  Maximum  Strength  Gel  is  also  for  pain  relief  in  .non-serious  arthritic  conditions; 
ra-indications:  Not  to  be  used  if  allergic  to  any  of  the  ingredients,  or  in  cases  of  hypersensitivity  to  aspirin,  ibuprofen  or  related  painkillers  (including  when  taken  by  mouth),  especially 
i  associated  with  a  history  of  asthma,  rhinitis  or  urticaria.  Not  to  be  used  on  broken  or  damaged  skin.  Not  to  be  used  during  pregnancy  or  lactation.  Precautions:  Not  recommended 
ildron  under  12  years  without  medical  advice.  If  symptoms  persist,  consult  a  doctor  or  pharmacist  about  continued  treatment.  Patients  with  asthma,  an  active  peptic  ulcer.  or  a  history  of 
■  problems  should  consult  their  doctor  before  use.  as  should  patients  already  taking  aspirin  or  other  painkillers.  Interactions  with  blood  pressure  lowering  drugs  may  occur,  but  is  very, 
y.  Keep  away  from  the  eyes,  nose  and  mouth.  Keep  all  medicines  out  of  the  reach  of  children.  I  FOR  EXTERNAL  USE  ONLY.  I  Side-effects:  In  normal  use.  side-effects  are  very  rare,  but 
inly  allergic  or  localised  skin  reactions  in  susceptible  individuals.  Legal  Category: 
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More  dm  a 


The  Male  Grooming  market  has  seen  a  phenomenal  success  in  the  past  few  years.  In  1996 
the  category  generated  sales  of£392m  in  12  months.  That  figure  increased  to  £507 m  in  1999. 

What  better  reason  to  stock  Gillette  products? 


The  launch  of  the  Gillette™ 
MACH3™  was  the  biggest 
the  Male  Grooming 
Category  has  seen.  It's 
been  an  undisputed  success,  with 
over  5  million  triallists  to  date  in 
the  UK. 

Importantly,  nearly  three 
quarters  of  them  have  been  so 
satisfied  with  the  MACH3  shave 
that  they  have  continued  to  buy 
the  replacement  blades,  creating 
a  brand  that  is  already  worth  a 
staggering  £54m! 

After  only  18  months  its  value 
share  of  the  Male  Blades  &  Razor 
market  stands  at  an  impressive  30 
per  cent.  MACH3's  momentum 
shows  no  sign  of  slowing  down  as 
it  is  still  outselling  all  other  Male 
System  razors  by  a  ratio  of  six  to 
one. 

Such  statistics  clearly 
demonstrate  the  huge  success  of 
the  Gillette  MACH3  Razor.  In 
addition  to  fuelling  growth  in  the 
Blades  &  Razors  Category,  it  has 
increased  awareness  of  the  whole 
Male  Grooming  sector  and 
provided  retailers  with  a  two-fold 
opportunity  to  increase  their 
profits  through  MACII3  and  the 
total  Male  Grooming  market. 

So  we  know  how  big  the 
category  is  and  have 
taken  a  brief  look  at  the 
impact  of  MACH3.  But 
what  has  fuelled  this 
explosion  within  the  Male 
Grooming  Category  and 
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how  can  each  retailer 
capitalise  on  the  major 
opportunities  it  offers? 

In  answering  these  questions,  the 
starting  point  is  the  consumer. 
The  growth  in  the  Male  Grooming 
Category  has  been  driven  by 
Men's  changing  attitude  towards 
their  grooming  routine. 

Your  average  male  is 
increasingly  concerned  about  his 
appearance,  and  is  increasingly 
prepared  to  invest  in  superior 
performing  products  that  will 
address  his  specific  needs. 


Gillette  has  developed  an 
understanding  of  men  over  many 
years  and  has  invested  heavily  in 
developing  technologically 
superior  products  that  address 
real  consumer  needs. 

For  example,  within  the  Blades 
&  Razors  Category,  research  has 
clearly  demonstrated  that  a  key 
consumer  requirement  is  a  close 
shave,  but  safety  and  comfort  is 
also  valued  very  highly. 

To  meet  these  two  key  needs 
Gillette  developed  the  highly 
successful  MACH3  triple  bladed 
razor.  It  took  over  10  vears  and 


£500  million  to  develop,  but  gives 
that  close  shave  without 
compromising  safety  and  comfort. 

How  can  a  retailer  benefit 
from  this  phenomenal 
success? 

The  secret  to  unlocking  your 
retail  potential  is  to  focus  on  two 
key  areas:  availability  and 
visibility. 

Gillette  research  shows  that  if  a 
System  razor  is  unavailable,  58 
per  cent  of  shoppers  will  try 
another  store  rather  than  switch 


brands,  so  the  availability  of  these 
products  is  vital! 

Making  the  right  products 
available  to  the  consumer  is  a 
major  challenge,  given  limited 
space,  the  ever-increasing 
number  of  products  to  be 
stocked,  and  the  knowledge  that 
too  many  lines  on-shelf  can  cause 
confusion  and  reduce  the  overall 
impact  of  the  display. 

Gillette  recommends  stocking  a 
small  but  concise  range  of  best 
sellers  across  each  subcategory. 
Product  listings  should  be 
retained  if  a  product  has  high 
sales  or  high  consumer  loyalty 
with  clear  product  differentiation. 

An  effective  range  will  also 
enable  a  retailer  to  allocate  space 
between  brands  more  effectively. 
The  space  allocated  should  be  in 
line  with  value  share  and  market 
growth  to  ensure  that  the  key 
brands  will  not  sell  out  and  have 
several  facings  making  them  easy 
to  find. 

Visibility  is  the  other  vehicle  that 
a  retailer  can  use  to  maximise  the 
in-store  opportunity.  Given  that 
there  is  a  high  degree  of  planned 


Block  by  brand: 

Consumers  shop  by  brand.  This 
also  encourages  purchase  of  other 
categories  in  the  range. 
Systems  handles  above 
carts: 

Handles  'signpost'  cartridges  so 
that  they  are  easy  to  find. 
Systems  10s  &  8s  above  5s 
&4s: 

For  increased  consumer  spend. 
Systems  above  disposables: 
To  encourage  trade  up. 
Use  Gillette  Euroboxes: 

To  improve  display  and  increase 
ease  of  purchase. 

Place  MACH3  next  to  series: 

Strong  impact  using  bestselling 
shave  brands. 

Adjacencies  based  on  usage 
occasion. 

Place  functional  ranges 
above  standard  preps: 

To  encourage  trade  up  to 
premium  regime  brands. 
Separate  female  section: 
To  attract  women  who  usually 
purchase  men's  disposables. 
Allocate  space  based  upon 
value  share  and  growth 
stock  effective  range: 
To  ensure  clarity  of  layout  and 
ease  of  purchase. 


purchases,  the  Male  Grooming 
fixture  should  be  logical  and  easy 
to  shop,  with  the  key  shaving 
brands  being  used  to  signpost  the 
shaving  section. 

Display  equipment  for  razor 
blades,  such  as  Gillette 
Euroboxes,  clearly  assists  in 
presenting  an  eyecatching  display, 
while  at  the  same  time  limiting  the 
possibility  of  multiple  products 
being  'swept'  off  the  pegs. 

This  display  hardware  is  being 
used  in  most  major  retailers  and 
has  been  proven  to  increase  sales 
by  anything  up  to  15  per  cent.  It  is 
available  to  purchase  from 
Gillette. 

By  improving  availability  and 
visibility  through  stocking  a  range 
of  products  that  satisfies 
consumer  demand,  it  is  possible 
to  maximise  the  opportunity  that 
male  grooming  represent  and 
realise  the  potential  of  the 
category. 

How  is  Gillette  supporting 
you,  the  retailer? 

A  nationwide  £1 1  million 
advertising  campaign  for  the 
Gillette  MACH3  razor  features 
three  new  television  executions. 

Designed  to  build  on  key 
product  benefits  -  'closest  shave, 
in  fewer  strokes  with  less 
irritation'  -  the  ads  will  continue 
to  build  consumer  awareness  and 
drive  demand  for  the  MACH3. 

Gillette  is  also  running  many  in- 
store  promotions  throughout 
2000,  including  MACH3  razor 
offers  and  a  specially  prepared 
Christmas  packs. 

To  support  these,  promotions  a 
range  of  point  of  sale  and  displays 
are  available. 

For  further  information 
contact  Gillette  on  020  8560 
1234. 

*  Source  IRI  volume  data  - 
Latest  MAT  27  Feb  00 
**Source  IRI  value  data  - 
Latest  MAT  27  Feb  00 
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Petal  benefits  both 
you  and  your  pets 


A  lotion  for  pets  designed  to  reduce 
allergy  suffering  in  their  owners  has 
been  launched  exclusively  into 
pharmacies  by  Bio-Life. 

Petal  Cleanse  has  been 
formulated  for  cats  and  dogs  to  treat 
the  causes,  rather  than  the 
symptoms,  of  the  allergy.  It  helps 
remove  dander  from  pets'  coats  as 
well  as  the  common  antigens  that 
cause  allergic  symptoms.  When  a 
sponge  or  flannel  moistened  with 
Petal  Cleanse  is  applied,  quaternium 
salts  encapsulate  the  allergens 
Fel  dl  on  cats  and  Can  fl  on  dogs. 
Moisturisers  in  the  lotion 
condition  the  skin  to  help  keep 
dander  at  bay. 


A  recommended  once-weekly 
application  can  help  reduce  allergy 
symptoms  in  over  90  per  cent  of 
sufferers  who  are  allergic  to  pets, 
says  Bio-Life. 

Next  February,  Bio-Life  will  add 
Petal  Cleanse  Plus  to  the  range.This 
contains  leleshwa,  an  essential  oil 
collected  from  bushes  indigenous  to 
Africa's  Rift  Valley  and  said  to  have 
insecticidal.  antiseptic  and  anti- 
microbial activity. 

Petal  Cleanse  retails  at  £8.95  for  a 
350ml  bottle,  which  should  last 
approximately  three  months  for  one 
pet. 

•  Next  month.  Bio-Life  will  be 
launching  a  range  of  vitamins  and 
mineral 

supplements  for 
animals.  Coming 
in  2 1  variants,  to 
cover 
companion 
animals  from 
horses  to 
hamsters',  Petal 
Gold  is  thought 
to  be  the  first 
animal  VMS 
range  intended 
for  sale  only 
through 
pharmacies. 
Bio-Life 
International. 
Tel:  01492 
549770. 


ON  TV  NEXT  WEEK 


Advonced  Formula  Multibionta:  rrv,C4,  C5,Sat  

Anadin  Ultra:  gtv.  sty,  b.  g.  v.  c.  a.  htv.  tt.  c-t.  cs  

Basset's  Soft  &  Chewy  Vitamins:  gmtv.  cs  

Colgate  Fresh  Confidence  toothpaste:  All  areas  

Dettol  Liquid:  I .  STY,  g,  c,  a,  HTV  M.  CAR,  C4.  GMTV.  TSW,  Sat 


Nizoral  campaign  targets  men 
J&J.MSD  Consumer  Pharmaceuti- 
cals is  supporting  its  Nizoral 
Dandruff  Shampoo  with  a  £1  million 
national  newspaper  and  regional 
radio  campaign  during  September 
and  October.  Radio  advertising  in  the 
London  region  and  NW  of  England 
encourages  listeners  to  visit  their 
pharmacist  for  a  dandruff  treatment 
shampoo.  The  campaign  is  designed 
to  appeal  to  men  aged  35  and  over. 
J&J.MSD  Consumer  Pharmaceuti- 
cals. 

Tel:  01494  453683. 

Macleans  twins  back  on  TV 
SmithKline    Beecham  Consumer 
Healthcare  is  investing  £2  million 
over  the  next  four  weeks  in  a  nation- 
al  TV   burst  for   its  Macleans 
Whitening  Toothpaste.  The  cam- 
paign will  again  feature  twin  sisters 
who  swap  their  dresses  during  a  din- 
ner date  with  their  boyfriends. 
SmithKline    Beecham  Consumer 
Healthcare. 
Tel:  020  8560  5151. 

Women  only  door  drop 
SCA  Hygiene  Products  is  launching  a 
nationwide  door  drop  to  support  its 
Bodyform  pantyliner  and  Invisible 
towel  range  plus  its  new  improved 
Bodyform  breathable  String  pantylin- 
ers.  Targeted  at  women  aged  1 6-39, 
the  door-drop  packs  contain  free 
samples  and  a  chance  to  enter  a 
prize  draw  to  win  holiday  vouchers. 
SCA  Hygiene  Products  Ltd. 
Tel:  01582  677400. 

Herbal  web  sites 
Potter's  (Herbal  Supplies)  Ltd  is  to 
launch  new  web  sites  next  month, 
offering  a  more  in-depth  knowledge 
of  herbal  remedies.  A  password-pro- 
tected site  for  health  professionals 
will  eventually  offer  distance  learn- 
ing and  ordering  for  pharmacy  staff. 
The  public  site  will  allow  access  to 
varying  levels  of  information  about 
herbals  and  an  ordering  site  for  con- 
sumers who  live  in  remote  areas  or 
who  have  difficulty  finding  suppliers 
of  some  of  the  company's  135 
licensed  products. 
Potter's  (Herbal  Supplies)  Ltd. 
Tel:  01 942  405100. 

Saving  £1  on  tea  tree 
Australian  Bodycare  is  offering  £1 
savings  on  banded  packs  of  tea  tree 
oil  products.  A  daily  treatment  sham- 
poo and  conditioner,  with  nit  comb, 
is  priced  at  £6.98,  while  a  daily 
cleansing  wash  linked  to  pure  tea 
tree  oil  is  available  for  £7.98. 
Australian  Bodycare  UK  Ltd. 
Tel:  01892  750888. 


Multibionta  to  be 
a  glowing  concern 

Seven  Seas  Health  Care  is  investing 
£3  million  in  support  for  its  Advanced 
Formula  Multibionta  multi 
supplement  with  probiotic  nutrients 
this  autumn. 

The  TV  advertising  will  appear  in 
two  bursts  between  September  1 1 
and  November  15,  targeting  25-45- 
year-olds  who  lead  hectic  lives. 

The  advertisements  focus  on  a 
cyclist  and  a  commuter  rushing 
through  a  crowd  in  the  city. 

The  action  is  in  black  and  white 
until  each  of  them  passes  the  brand's 
multicoloured  globe. At  that  point, 
their  images  are  transformed  by 
bright,  glowing  colours. 

The  brand  will  also  be  supported 
by  posters  on  the  London 
Underground  in  November, 
complemented  by  a  radio  campaign 
on  Capital  FM  Radio. 
Seven  Seas  Health  Care  Ltd. 
Tel:  01482  37523-*. 


Full  Marks  Mousse:  gmtv.  Sat 
Gillette  Series  Arctic  Ice:  All  areas 


Liquid  assets  for 
joint  mobility 

The  Decside  W  ater  Company  is 
launching  a  new  liquid-based 
nutritional  supplement  into 
independent  pharmacies  and  health 
food  shops  this  week. 

Deeside  Yitacoll  is  formulated  to 
promote  joint-health  and  mobility.  It 
contains  glucosamine  sulphate, 
collagen  hydrolysate.  insulin,  vitamins 
and  minerals  blended  in  Deeside 
Spring  Water. 

The  product  is  suitable  for  people 
with  joint-mobility  problems  who 
find  tablets  hard  to  swallow.  Users  are 
recommended  to  take  100ml  a  day. 

Retail  price  is  JtT.99  for  a  1 -litre 
bottle. 

The  Deeside  Water  Company  Ltd. 
Tel:  013397  55000. 

Playtex  targets 
independents 

Playtex.  supplier  of  a  range  of  baby- 
feeding  equipment  has  hired  a  sales 
team  to  target  independent 
community  pharmaq'. 

Starting  this  week,  the  team  will  be 
promoting  products  which  include 
the  Air-Free  Bottle  System,  with 
special  offers  such  as  free  stock. 

Playtex  has  also  launched  an 
advertising  campaign  in  key  parenting 
magazines  including  Prima  Baby  and 
Practical  Parenting. 

A  sales  display  unit,  available  from 
the  end  of  September,  picks  up  on  the 
advertising  with  the  picture  of 
mother  and  baby  used  in  the  current 
advert  appearing  on  the  PoS  material. 
Clarrell  International  Ltd. 
Tel:  01634  717771. 


Listerine  antiseptic  mouthwash:  rrv.  c-t,  C5,  sat  

Macleans  toothpaste:  All  areas  except  U,  CTY  

Movelat  Relief:  C4  

Nytol:  GMTV  

Pearl  Drops:  All  areas  except  C.  CTY,  W.  C\R,  TSW  

PoM-Grip:  All  areas  except  LWT.  GMTV  TSW  

Seven  Seas  Cod  Liver  Oil:  G,  Y,  c,  LWT,  car.  TT.  C4,  C5.  Sat 
Solpadeine:  u,  gty.  sty.  b.  g,  y.  htv.  tt  


A  Anglia,  B  Border,  C  Central,  C4  Channel  4.  C5  Channel  5.  CAR  Carlton, 
CTV  Channel  Islands.  G  Granada.  GMTV  Breakfast  Television,  GTV  Grampian. 
HTV  Wales  &  West,  LWT  London  Weekend,  M  Meridian,  Sat  Satellite.  STV 
Scotland  (central),  TT  Tyne  Tees,  U  l  ister.  W  Westcountry.  Y  Yorkshire 
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Mousse  away  head  lice  with 
a  simple  30  minute  treatment 


AND  PR 
CAMPAIGN 


;  351 


HEAD 
LICE 

TREATMENT 


•  Full  Marks  Mousse  helps  kill  head  lice  and 
their  eggs  quickly  and  conveniently 

•  Easy  to  use  -  no  mess,  no  fuss  and 
it's  pleasant  smelling 

•  30  minutes  treatment  time 

•  First  ever  national  TV  and  press  campaign 

•  Excellent  profit  opportunity 

Full  Marts  Wtausse  Prescribing  Information.  Indications:  Fdt  the  treatment  of  head  lice  infestation  Active  Ingredient:  Pberiothrin  0-5^)  w/w  Dosage  and  Administration:  Shake  can  wet!  turning  it  downward  to  dispense  mousse  Apply  sufficient  mousse  to  dry 
naiT  until  all  the  hair  and  scalp  are  thoroughly  moistened  Allow  the  hair  to  dry  naturally  and  leave  for  3D  minutes.  Shampoo  the  hair  as  normal.  Rinse  and  comb  whilst  wet  to  remove  dead  head  bee  and  eggs  Contrairdkatiom.  Warnings,  etc:  Not  to  be  used  on 
infants  under  sm  months  of  age  unless  under  medical  advice  Avoid  contact  with  the  eyes  This  treatment  may  affect  permed,  bleached  or  coloured  hair.  Keep  out  of  the  reach  of  children  Full  Marks  Mousse  contains  alcohol  which  may  exacerbate  asthma  and  eaema. 
Full  Marts  Mousse  is  flammable,  so  apply  with  care  and  do  not  use  artificial  heat  eg.  electric  hair  dryers.  If  inadvertently  swallowed  a  doctor  should  be  contacted  at  once.  If  used  by  a  healthcare  professional  to  treat  a  large  number  of  patients,  protertjve  plastic  or 
rubber  gloves  should  be  worn  Continued  prolonged  treatment  with  this  product  should  be  avoided  It  should  not  be  used  more  than  once  a  wee*  and  for  not  more  than  three  corrsecutrve  weeks  Very  rarefy  Stan  irrrtabon  has  been  reported  Do  not  use  this  product 
if  you  are  sensitive  to  fyethroids  legal  Category:  P  Price:  50g  G39.  15Dg  £3  59  Product  Licence  Number  PU13H/01Q2  Product  licence  Hotter:  Seton  Products  Limited,  Oldham  Oil  3HS  Date  of  Preparation:  Apnl  200D  For  further  information  contact  the 
product  licence  foahtei. 


SSL  InterS 


Toft  Hall.  Knutsford,  Cheshire  WA16  9PD  Full  Marks  is  a  Trade  Mark  of  the  SSI  group 


Skincare  consultant  Sue  Steward  focuses  on  children's 
eczema  and  explains  w  hat  can  he  done  in  the  pharmacy 
to  help  treat  this  increasingly  prevalent  condition 

op  that  itch! 


Atopic  eczema  can  have  a 
profound  effect  on  a 
child  's  quality  of  life. 
Constantly  sore,  itchy 
skin  can  affect  the 
whole  family,  with 
sleepless  nights,  stress  and  worry. 

Unfortunately  atopic  eczema  is 
becoming  increasingly  prevalent,  with 
up  to  20  per  cent  of  primary  school 
children  affected. 

The  genetic  link  to  atopy  and  other 
atopic  diseases  such  as  asthma  and 
allergic  rhinitis  is  well-established  as  a 
precipitating  factor  in  atopic  eczema, 
but  it  does  not  explain  the  huge 
increase  in  infants  now  affected. 

Modern  environmental  influences, 
such  as  central  heating,  fitted  carpets, 
double  glazing  and  the  too  frequent 
use  of  soaps  and  detergents,  all 
combine  to  dry  out  the  skin  and 
encourage  the  housedust  mite. 

These  lifestyle  triggers  are  now 
thought  to  play  an  important  role  in 
the  development  of  eczematous 
lesions. 

Socially  advantaged  families  are  at 
greater  risk  -  in  a  study  of  8,279 
school  children,  eczema  was  twice  as 
common  in  the  middle  classes 
(Williams  1994). 

Triggers  to  avoid 

•  A  dry,  centrally-heated  atmosphere 
-  rooms  should  be  cool  and  well 
ventilated 

•  Wool,  and  tight,  itchy  clothes  - 
recommend  loose  cotton  clothes 

•  Daily  bubble  baths  and  over- 
washing  with  soap  -  use  bath  oils  and 
emollient  soap-substitutes 

•  Biological,  heavily  perfumed 
detergents  -  recommend  non- 
biological  powder,  rinsing  well 

•  Fitted  carpets,  furnishings  that 
encourage  dust  -  vacuum  regularly, 
damp  dust,  and  wash  bed  linen  above 
58"C 

•  Pet  hair  -  keep  pets  out  of 
bedrooms. 

Role  of  emollients 

Eczematous  skin  has  fewer  barrier 
lipids  and  does  not  have  the  same 
water-holding  capacity  as  normal  skin. 


The  worst  aspect  of  eczema,  particularly  in  children,  is  the  intense  itch 


This  triggers  a  vicious  cycle  - 
transepidermal  water  loss  increases 
causing  surface  corneocytes  to 
shrink,  producing  the  classic  dry, 
brittle  and  cracked  skin  of  eczema. 

These  cracks  allow  the  penetration 
of  environmental  triggers  such  as 
bacteria,  irritants  and  allergens,  which 
can  trigger  a  flare-up  of  eczema. 

The  successful  management  of 
atopic  eczema  requires  a 
combination  of  emollients  to  restore 
normal  barrier  function  and  prevent 
the  penetration  of  environmental 
triggers. 

Emollients  impart  an  oily  film  on 
the  skin  surface,  which  seals  water 
within  the  epidermis  W  ater  causes 


the  corneocytes  to  swell,  closing  the 
cracks  and  restoring  barrier  function. 

Emollients  are  often  underused  and 
undervalued  by  both  healthcare 
professionals  and  patients,  so  time 
spent  explaining  how  emollients 
work  and  how  to  use  them  correctly 
is  essential  to  good  compliance. 

Dermatologists  advise  liberal  and 
frequent  use,  and  sufficient 
applications  to  keep  the  skin  moist  - 
around  2S0g  of  an  emollient  cream  a 
week  is  recommended  for  all-over  use 
on  a  child  (McHenry  1995). 

Used  regularly,  emollients  may 
reduce  flare-ups  and  the  need  for 
topical  corticosteroids  (MeReC  1998). 
Personal  choice  is  important:  a  good 


emollient  is  one  that  is  used,  not  kept 
in  the  drawer. 

Many  people  find  that  a  light 
emollient  such  as  E45  Cream  is  good 
for  the  day.  switching  to  a  high-fat 
emollient  like  Unguentum  M  at  night. 

The  already  dry,  over-active  skin  of 
the  young  atopic  reacts  easily  to 
detergent-based  bubble  baths  and 
soaps. The  use  of  emollient  soap- 
substitutes  such  as  E45  Wash,  and 
bath  oils  such  as  Balneum.  Oilatum  or 
Hydromol  is  a  normal,  child-friendly 
way  to  rehydrate  and  restore  dry  skin. 

Dealing  with  itch 

A  recent  National  Eczema  Society 
survey  showed  that  the  worst  aspect 
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Just  a  few  spots: 

Acne  is  one  of  the  most  common 
conditions  that  pharmacists  are 
askeel  for  advice  on.  Sarah  Purcel] 
reports  on  new  research  into  its 
causes  and  the  efficacy  of  acne 


of  eczema  is  the  intense  itch,  which 
can  become  quite  frenzied  at  night  in 
young  children. 

Wet-wrapping  intensively 
rehydrates  the  skin  and  physically 
prevents  scratching,  allowing  the  skin 
to  heal  The  technique  involves 
applying  a  damp  and  then  dryTubifast 
bandage  over  a  generously  creamed 
skin. 

Parents  report  excellent  results; 
relief  of  itching,  improved  skin 
condition  and  a  good  night's  sleep 
(Mallon,  1994). Wet-wrapping  can  be 
used  occasionally  or  nightly  as  a 
treatment,  according  to  how  severe 
the  eczema  is. 

Scratching  also  causes  skin  damage 
and  risk  of  infection.  New  emollients 
contain  actives  that  relieve  itching, 
helping  to  break  the  itch-scratch  cycle 
-  Balneum  Plus  Cream,  Halncum  Plus 
Bath  Oil  and  E45  Itch  Relief.  Sedative 
anti-histamines  can  be  useful  at  night 
but  long-term  use  can  cause 
tachyphylaxis. 

Advise  parents  about  avoidance 
techniques  to  keep  a  child  from 
scratching,  such  as  pinching  or 
rubbing  the  itch  over  clothes, 
keeping  children's  hands  occupied, 
even  holding  their  hands  while 
watching  TV  -  a  favourite  scratching 
time. 

Topical  steroids 

Parents  worry  about  steroids  and 
their  side  effects. An  explanation  of 
the  different  potencies,  their  role  in 
reducing  inflammation  and  correct 
application  may  help  compliance  and 
give  reassurance. 

Most  young  children  are 
adequately  controlled  on  1  per  cent 
hydrocortisone,  with  stronger 
steroids  only  being  used  for  short 
periods  to  gain  control  of  the  rash. 
Parents  need  to  continue  using 
emollients  to  keep  the  skin  hydrated 
and  protected. 

Infection 

Staphylococcus  aureus  is  often 
heavily  colonised  on  eczematous  skin 
and  is  frequently  responsible  for 
exacerbating  underlying  eczema,  even 
when  the  skin  does  not  appear 
infected. 

Oilatum  Plus  bath  oil  contains 
antiseptics  to  help  control 
bacteria  and  prevent  infection, 
while  Balneum  Plus  Cream  has  also 
been  shown  to  reduce  staph 
counts,  as  well  as  relieving  dryness 
and  itch. 

Diet 

Elimination  diets  are  extremely 
stressful  for  parents  and  can  make 
young  children  feel  even  more 
different'  from  their  friends 

Diets  mainly  help  younger  children 
(McHenry)  but  should  only  be  tried  as 
a  last  resort  for  severe  eczema,  and 
then  only  with  the  help  of  a  dietician 
or  GP.  A  dermatologist  at  an  eminent 


children's  hospital  advises  that  "the 
diet  should  never  be  worse  than  the 
eczema". 

Alternative  therapies 

Some  parents  desperately  search  lor  a 
cure  for  eczema,  often  trying  herbal 
remedies  with  potent  and  even  fatal 
side  effects,  before  fully  exploring 
safer,  more  orthodox  options  such  as 
emollient  therapy.  Parents  need  to 
understand  there  is  no  cure  for 
eczema  and  treatment  is  aimed  al 
reliev  ing  symptoms  and  managing  the 
condition 

Do  encourage  patients  to  seek  out 
qualified  practitioners  and  advise 
their  CP  that  they  are  using 
alternative  treatment,  particularly 
Chinese  herbal  treatment  as  this 
needs  careful  monitoring 

When  to  refer 

If  eczema  cannot  be  managed  in 
primary  care  then  hospital-based  skin 
specialists  hav  e  a  range  of  treatment 
options  ranging  from  PCVA  or  UVB 
light  therapy  to  immunosuppressive 
drugs. 

Parents  may  need  a  dermatology 
nurse  to  advise  or  demonstrate  wet- 
wrapping.  New  referral  guidance  for 
CPs  from  The  National  Institute  for 
Clinical  Excellence  is  under  pilot  and 
is  programmed  for  national  release  in 
the  autumn. 

Patients  should  be  referred  on  the 
following  criteria: 

•  severe  infection  -  eczema 
herpeticum  or  failure  to  respond  to 
oral  antibiotics 

•  severe  psychological  or  social 
problems 

•  failure  to  improve 

•  treatment  requires  excessive 
potent  steroids 

•  patch-testing  required 

•  dietary  factors  suspected 

•  uncertain  diagnosis. 

The  National  Eczema  Society  works 
to  help  families  understand  more 
about  eczema  and  how  they  can  help 
themselves  to  manage  the  condition 
It  produces  an  excellent  range  of 
leaflets,  and  has  support  groups  run 
by  parents  all  over  the  country.  The 
telephone  number  is  020  73X8  3444 
or  on  the  internet  at: 
www.eczema.org 
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treatments 

Acne  is  the  most 
common  disease  in  the 
world, affecting  virtually 
all  teenagers  to  a  degree 
at  some  point,  while  1 
per  cent  of  men  ami  5 
percent  ol  women  are  still  battling 
with  n  in  their  ids 

Yet  we  still  don't  know  exactly 
what  causes  it,  why  it  affects  some 
people  and  not  others,  and  a  cure  has 
yet  to  be  discovered. 

But  the  good  news  is  that  plenty  of 
research  into  the  condition  is 
underway  and  while  there  mav  be  no 
cure  on  our  shelves  yet,  there  is  a 
wider  range  of  treatments  to  alleviate 
symptoms  than  ever  before. 


Alison  Dudley  at  the  Acne  Support 
(.roup  sa\s  li  s  vital  that  pharmacists 
are  clued  up  on  all  the  acne 
treatments  available  and  take  the  time 
(o  explain  how  in  use  them  properly 

This  can  make  the  difference 
between  a  treatment  working 
effectively  and  a  patient  giving  up 
because  they  believe  it  made  no 
difference  to  their  acne 

A  recent  studv  carried  out  by  the 
PAGB  found  that  12  percent  ol 
patients  visiting  their  pharmacist 
reported  acne,  making  it  one  oi  the 
conditions  th.it  you're  likelv  to  be 
asked  advice  on. 

Continued  on  P20  -» 
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What  is  acne? 

As  far  as  we  know,  acne  is  an 
abnormal  response  in  the  skin  to  the 
hormone  testosterone  We  don  t  yet 
understand  why  the  skin  reacts  this 
way,  hut  we  know  that  it  will 
eventually  outgrow  the  reaction 
though  this  can  take  many  years 

There  are  several  factors  which, 
w  hen  combined,  lead  to  acne: 

•  Over  production  of  sebum 
The  sebaceous  glands,  w  hich  produce 
this  oil.  are  activated  at  puberty, and 
this  is  why  acne  starts  in  the  teenage 
years.  In  those  who  develop  acne 
there  are  abnormally  high  levels  of 
sebum. 

•  Blockage  of  hair  ducts 

In  acne  sufferers  the  cells  that  line  the 
hair  ducts  don  t  shcel  properly  and 
instead  build  up  and  block  the  hair 
ducts.  Again,  this  is  thought  to  be 
caused  by  an  abnormal  reaction  to  .= 
testosterone. This  blockage  causes  a  "i 
pooling  of  sebum  in  the  ducts,  which  | 
then  solidifies  and  causes  blackheads  ^ 
and  whiteheads. 

•  Inflammation  > 

The  bacteria  P  acnes  colonises  in  the 
blocked  ducts  and  produces 
chemicals  which  then  lead  to 
inflammation,  causing  redness  and 
swelling  and  eventually  pustules. 

New  research 

The  Skin  Research  Centre  at  the 
University  of  Leeds  is  setting  up  two 
studies  to  find  out  more  about  the 
causes  of  acne  and  how  it  could  be 
treated  in  the  future. 

The  first  study  will  follow  a  group 
of  children  aged  7-9  until  they  reach 
puberty,  and  during  this  time  monitor 
the  various  physiological  and 
bacteriological  levels  on  their  skin, 
which  are  relevant  to  acne. 

Research  fellow  DrTrish  Coates, 
w  ho  is  involved  in  both  these  studies, 
says:'  This  will  help  to  confirm 
whether  these  measures  are  predictive 
of  acne  development  and  give  us  more 
information  about  the  sequence  of 
events  which  leads  to  acne."  Findings 
from  the  research  may  be  able  to  pave 
the  way  for  a  drug,  which  could 
prevent  acne  in  susceptible  children. 

The  second  study  will  examine  the 
genetic  code  of  acne  and  will  involve 
looking  at  acne  sufferers. 

We  hope  this  will  tell  us  why  we 
get  acne  and  will  involve  looking  at 
genes  connected  with  the  immune 
response,  the  keratins  in  the  skin  and 
those  responsible  for  hormone 
production,"  says  Dr  Coates. 

Psychological  effects 

I  Intil  quite  recently  acne  was  seen  as 
just  a  physical  condition,  with  no 
consideration  given  to  the 


Severe  acne  vulgaris  affecting 

psychological  effects  it  has  on  many 
sufferers. 

To  find  out  just  how  acne  sufferers' 
lives  can  be  affected  by  their 
condition,  the  Acne  Support  Group 
carried  out  a  survey. 

The  research  found  that  84  per 
cent  of  sufferers  avoid  socialising 
because  they  are  self-conscious  of 
their  appearance,  with     per  cent 
claiming  their  acne  embarrasses 
them. 

A  majority  of  66  per  cent  said  they 
felt  depressed  because  of  their 
condition,  while  12  percent  admitted 
having  suicidal  thoughts.  Only  2  per 
cent  of  those  surveyed  said  that  their 
spots  didn't  bother  them,  while 
almost  3d  per  cent  said  acne  made 
them  feel  isolated  and  alone. 

Acne  has  a  major  impact  on  a 
sufferer's  social  and  working  life, 
according  to  the  study.  Some  67  per 
cent  said  they  avoid  socialising  at 
least  some  of  the  time,  while  20  per 
cent  thought  it  had  affected  their  job 
prospects. 

A  lack  of  sympathy  and 
understanding  from  GPs  was  a 
common  complaint, with  31  percent 
of  sufferers  mentioning  this.  Alison 
Dudley  blames  this  partly  on  the  lack 
of  training  that  most  GPs  have  in 
dermatology. 

"Most  doctors  only  get  about  four 
weeks  training  in  dermatology. We 
find  that  problems  like  rosacea,  a  form 
of  acne  that  affects  women  in  their 
20s  and  30s,  are  often  wrongly 
diagnosed  by  GPs  simply  because 


a  man's  back 

they  don't  know  enough  about  it 
themselves. 

Some  1 5  per  cent  of  the  average 
GP  s  time  is  spent  on  skin  complaints, 
while  one  in  six  prescriptions  are  for 
a  skin  condition. 

Several  recent  studies  have  linked 
acne  with  depression.  One  published 
in  the  Archives  of  Dermatology 
found  that  adults  were  more  likely  to 
be  affected  than  teenagers. 

Slow  to  seek  help 

The  myth  continues  that  acne  is 
something  you  have  to  put  up  with 
until  you  grow  out  of  it  -  the  average 
sufferer  still  w  uts  two  ind  a  half  vc  trs 
before  seeking  professional  advice, 
according  to  the  Acne  Support  Group. 

In  tact,  the  average  acne  sufferer 
has  acne  for  eight  years,  while  a  few 
live  with  it  for  20-30  years. 

One  of  the  reasons  for  this 
reluctance  to  seek  help  is  a 
perception  that  there  is  nothing  that 
will  help  their  condition,  as  well  as 
poor  advice  from  health 
professionals. 

Alison  Dudley  has  a  few  pointers, 
which  could  help  when  advising 
patients  in  the  pharmaq 

•  The  typical  customer  is  a  teenager, 
who  is  often  acutely  embarrassed  by 
their  condition,  so  be  tactful  and  keep 
advice  clear  and  simple. This  could 
make  the  difference  between  a 
patient  using  a  product  effectively  or 
giving  up. 

•  Make  sure  you  know  about  acne 
treatments  and  their  side  effects. 


especially  any  new  ones  that  patients 
might  have  seen  advertised.  If  you 
don  t  inspire  confidence  they'll  be 
reluctant  to  try  treatments. 

•  Find  out  basic  information  such  as 
how  long  they've  had  acne,  what 
they've  already  tried  and  anything 
that  atteets  their  condition. 

•  It's  essential  to  refer  anyone  who 
has  signs  of  scarring  to  their  GP 
immediately  as  they  will  probably 
need  prescription  treatment. 

Antibiotics  still  key 

Most  acne  sufferers  are  prescribed  an 
antibiotic  when  they  have  a  flare-up. 

The  problem  is  that  to  have  any 
effect,  a  course  of  at  least  three 
months  has  to  be  given.  Many 
sufferers  take  antibiotics  for  much 
longer  than  that  and  in  recent  years 
the  number  of  cases  of  resistance  to 
these  drugs  has  risen. 

Dr  Coates  says:  "Long  courses  of 
antibiotics  can  have  an  effect  on  the 
bacteria  present  on  the  skin  surface 
which  contributes  to  acne,  but  also 
on  the  flora  in  the  gut  and  the  mouth. 

"Potentially  you  could  cause  future 
problems  if  you  were  to  get  a  serious 
inlection  in  hospital  following 
surgery,  although  it  is  unlikely  the 
same  antibiotic  would  be  used." 

Antibiotics  arc  used  in  both 
systemic  and  topical  treatments.  It's 
important  to  use  the  same  type  for 
both  to  reduce  the  risk  of  resistance. 
Very  low  doses  should  be  avoided, 
too,  as  they  are  ineffective  and 
increase  the  likelihood  of  P  acnes 
resistance. 

A  wonder  drug? 

Although  only  available  through 
dermatologists,  news  about  the 
effectiveness  of  Roaccutane  has  spread 
among  acne  sufferers,  but  whether  you 
are  presc  ribed  it  depends  on  your 
dermatologist,  says  Alison  Dudley. 

There  have  been  several  media 
scare  stories  about  the  side  effects  of 
Roaccutane.  which  can  include 
depression,  but  it's  important  for 
patients  to  be  well-informed  before 
decide  to  take  the  drug. 

"Few  dermatologists  have  the  time 
to  talk  through  all  the  side  effects  of 
this  drug  w  ith  patients,  so  it's 
important  that  you  find  out  about 
these  for  yourself."  says  Alison  Dudley. 
Roaccutane  remains  the  most 
powerful  drug  available  for  treating 
severe  acne. 

Retinoids 

Retinoids  work  for  a  wide  range  of 
sufferers  because  they  act  on  the  duct 
blockages  that  lead  to  spots:  if  acne  is 
inflamed  they  can  be  combined  with 
antibiotics.  However,  there  is  still  the 
problem  of  irritation  to  overcome  and 
these  put  many  patients  off 
persevering  with  them. 
Patients  can  be  advised  to  use  the 

Continued  on  P22  ■» 
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its  kids  just  get  on  with  it 


¥5  Cream  is  clinically  proven  to  significantly  improve  dryness, 
racking  and  redness  in  chronic  hand  eczema.' 

1  fact,  it's  as  effective  as  a  greasier,  high-fat  cream.2 

nd  when  used  in  combination  with  Eis  Wash  and  Bath,  E45  Cream 
ptimises  skin  rehydration."4 

ust  as  importantly,  E«f5  is  a  cosmetically  acceptable  range  that 
ncourages  good  compliance.4  5 

fhich  is  why  kids  with  eczema  get  on  so  well  with  Ehs. 


At  ease  with  eczema 


jg\  E45  CREAM  PRESCRIBING  INFORMATION  White,  smooth  emollient  cream  which 
=55'  contains  White  Soft  Paraffin  BP  14.5%  w/w,  Light  Liquid  Paraffin  Ph  Eur  12.6% 
,  and  Hypoallergenic  Anhydrous  Lanolin  1 .0%  w/w.  Uses  For  the  symptomatic  relief  of 
skin  conditions  where  the  use  of  an  emollient  is  indicated,  such  as  flaking,  chapped 

ichthyosis,  traumatic  dermatitis,  sunburn,  the  dry  stage  of  eczema  and  certain  dry 
s  of  psoriasis.  Dosage  and  Administration:  Adults  and  children:  Apply  to  the  affected 

two  or  three  times  daily.  Contra-indications,  Warnings  etc  E45  Cream  should  not  be 
jj31£atiejits_vyj}o_a^^  the  ingredients.  Package  Quantities  Tubes 


containing  50g  Tubs  containing  125g  and  also  500g.  Basic  NHS  cost  50g  £1.18,  125g  £2.39, 
500g  £5.61  Legal  Category  GSL.  Product  Licence  Number  PL0327R/5904.  Product  Licence 
Holder  Crookes  Healthcare  Ltd,  Nottingham  NG2  3AA.  Date  of  preparation  August  1998. 
References:  1.  Rycroft  R.  J  Dermatol  Treat  1997;  8(1):  S23-S24  2.  Brown  G.  Largey  PM. 
Poster  presented  at  the  World  Congress  of  Dermatology  1997,  Sydney,  Australia,  15-20 
June  1997.  3.  Blaszczyk-Kostanecka  M.  Prystupa  K,  Shaukat  N.  Poster  presented  at  EADV, 
Nice,  1998.  4.  Cork  MJ.  J  Dermatol  Treat  1997;8:S7-S13.  5.  Data  on  file,  Crookes  Healthcare 
(EST9S0711). 


Advertisement 


Skincare  is  big  business 
and  with  an  ever 

increasing  range  of 
products  on  the  market,  it 

can  be  as  difficult  for 
buyers  to  choose  what  to 

stock  as  it  can  be  for 
customers  to  choose  what 

to  buy  in  the  quest  for 

clean  and  clear  skin 


A simple  yet  effective  solution  is 
Dettol  Liquid  (contains 
Chloroxylenol),  the  country's 
best-selling  antiseptic  disinfectant 
which,  although  strong  enough  to 
kill  germs  such  xiE.coli,  listeria, 
Candida  and  Staphylococcus 
aureus,  is  still  gentle  enough  to  be 
used  on  skin. 

When  diluted  Dettol  Liquid  can 
be  used  to  cleanse  skin,  helping  to 
prevent  spots,  treat  grazes  and 
wounds  or  poured  into  bath  water 
for  an  envigorating  bath. 

It  can  be  also  used  to  help 
reduce  the  number  of  germs  in 
make-up  bags  and  brushes 
reducing  the  risk  of  infection. 

Dettol  Handwash  in  both  Fresh 
fragrance  and  Marine  for  sensitive 
skin,  and  Bar  Soap  can  also  be  used 
on  the  face  and  body  for  deep  down 
cleaning,  making  them  and  Dettol 
Liquid  ideal  for  positioning  in 
skincare  fixtures. 

As  Melissa  Tall,  aged  18,  from 
Dartford  in  Kent,  says:  "1  think  Dettol 
Liquid  is  not  used  enough  in  the 
quest  for  clear  skin.  My  own  findings 
are  that  after  three  applications, 
using  Dettol  as  directed,  my  spots 
and  pimples  faded  away. 

"Clear  skin  is  important  to 
teenagers,  some  are  even  victimised 
for  having  spots,  as  I  was.  1  have 
been  using  Dettol  for  three  years  and 
my  clear  blemish  free  skin  has 
increased  my  confidence  no  end." 


MiBRKVHTED  ESSEYTMI.  INFORMATION  FOR 

firnm  i.iqud 

Active  Ingredients;  Chloroxylenol  Bl*  -t.K"„  w/v. 
Contains  Isopropyl  alcohol. 
Indications:  Medical  -  fur  cuts,  bites,  abrasions  and 
insect  stings.  Personal  hygiene  -  for  dandruff,  ami  spots 

and  pimples 

Supply  classification:  General  Sales  Usl 


Skincare 


->  Continued  from  P20 

treatment  for  just  one  hour  a  day  at 
first,  then  wash  it  off  and  gradually 
increase  the  time  until  they  can 
tolerate  it  all  day. 


OTC  options 

•  Keratolyses  -  these  increase 
shedding  of  the  surface  layer  of  the 
skin  and  help  to  prevent  the 
formation  of  plugs. 

•  Benzoyl  peroxide  -  this  has 
antibacterial  ingredients  to  reduce  the 
acne-linked  bacteria  on  the  skin's 
surface.  It  comes  in  2.5  per  cent,  5  per 
cent  and  10  per  cent  strengths  and 
can  cause  irritation  and  redness  at 
first.  "It  s  important  to  start  patients 
off  with  the  lowest  strength,"  says 
Alison  Dudley. 

•  Salicylic  acid  -  this  works  by 
correcting  the  abnormal  shedding  of 
cells 

Light  therapy 

A  lightbox  which  kills  the  bacteria 
associated  with  acne  has  had  positive 
results  in  a  study  carried  out  by  Dr 
Tony  Chu  at  Hammersmith  Hospital. 

The  study  compared  the  light 
therapy  with  benzoyl  peroxide  and 
found  that  it  reduced  acne  in  about 
three-quarters  of  patients. The 
lightbox  works  by  sending  out  waves 
of  red  and  blue  light,  which  expose 
spots  to  extra  oxygen. 

Beware  miracle  claims 

Many  acne  patients  are  tempted  by 
the  claims  made  by  miracle  cure 
treatments.The  Skin  Care  Campaign 
and  the  Associate  Parliamentary 
Group  on  Skin  have  been 
investigating  complaints  about 
fraudulent  skin  clinics  and  products 

One  teenage  acne  sufferer  was 
charged  £900  for  two  tiny  pots  of 
cream  to  treat  her  condition,  which 
showed  no  improvement  after  three 
months.  On  analysis  the  creams 
contained  no  active  ingredients 

"Patients  need  to  be  aware  that 
there  are  no  miracle  cures  for  acne 
and  there  is  no  such  product  which 
will  work  for  everyone,"  says  Alison 
Dudlej 

Customers  need  to  be  especially 
wary  of  mail-order  products  or  those 
advertised  on  the  web,  as  it's  harder 
to  make  complaints  or  check  their 
safety. 

True  or  false? 

"Acne  is  caused  by  dirt" 

FalseThe  black  of  blackheads  is 
caused  by  the  plug  of  cells  blocking 
the  pore,  which  becomes  oxidised.  In 
tact,  people  with  acne  usually  wash 
more  frequently  than  those  who 
don't  have  it. 


Sarah  Purcell  reports  on  what's  new 
in  the  skincare  market  this  autumn 


Vichy  has  built  on  the  success  of  its 
Rcti  C  product  (launched  last  year) 
with  the  addition  of  Reti  C 
Concentrate  Corrective  Night 
Treatment,  available  exclusively 
through  pharmacies  this  autumn. 

Vichy  says  the  product  contains  the 
highest  amount  of  pure  retinol  and 
pure  vitamin  C  ever  combined  in 
their  pure,  stable  and  active  forms.  It 
is  formulated  to  achieve  quick  results 
and  has  a  high-skin  tolerance  level. 

Reti  C  Concentrate  contains  0.07 
per  cent  pure  Retinol,  which  is 
absorbed  deep  into  the  skin,  and  3-5 
per  cent  pure  vitamin  C,  which  acts 
on  the  surface  of  the  epidermis. 


■EES 


" 


According  to  Vichy,  users  can 
expect  to  see  a  visible  difference  in 
wrinkles  within  a  month  and  a  more 
radiant  complexion  from  It  days. 
Some  %  per  cent  of  women  tested 
found  the  product  comfortable  to 
use. 

It  retails  at  £19. SO  for  a  30ml  tube. 
•  Saguna  has  carried  out  a  trial  of  its 
product  Silicol  Skin  involving 
members  of  the  Acne  Support  Group. 

"Acne  gets  worse  before  a  period" 
True  Many  women  notice  a  flare 
up  a  few  days  before  menstruation, 
which  is  probably  due  to  hormonal 
changes. 

"Acne  gets  worse  when  you  sweat" 

True  Up  to  1  per  cent  of  sufferers 
find  their  acne  flares  up  when  they've 
been  sweating  a  lot.  Similarly. a  humid 


Skin  deep 


After  using  the  product  for  six 
weeks,  members  were  asked  to  assess 
the  improvement  in  their  skin  -  86 
per  cent  reported  an  overall 
improvement  in  their  acne. 

•  ( H  er  half  a  million  working  days 
each  year  are  lost  to  skin  disease  in 
the  UK.  with  occupational  diseases 
such  as  contact  dermatitis  thought  to 
cost  employers  £20  million  a  year. 

Crookes  Healthcare  recently  held  a 
skl.XSlGHT  briefing  to  help  raise 
awareness  of  skin  conditions,  and  in 
particular  those  linked  with  allergies. 

Helen  W  illiams,  product  manager 
for  E45,  says:"Crookes  Healthcare  is 
committed  to  promoting 
understanding  and  treatment  of 
allergic  conditions  such  as  dermatitis 

"The  sklNSIGHT  campaign  is 
designed  to  communicate  that 
emollients  like  E-t5  are  clinically 
proven  to  help  manage  skin 
conditions." 

Crookes  Healthcare  is  sponsoring 
the  TV  medical  drama  Peak  Practice' 
with  its  E-tS  and  Skin  Confidence  En 
brands  this  autumn 

•  N'atraderm  is  an  eczema  treatment 
based  on  natural  ingredients  which  is 
free  from  steroids  and  hydrocortisone. 

Ingredients  include  aloe  vera, 
apricot,  calendula  and  glycerine. This 
non-greasy  lotion  has  a  soothing 
effect  on  skin  and  helps  to  stop 
itching.  It  is  suitable  for  use  on 
newborn  babies,  says  manufacturer 
NPS  Natnderm.  For  details,  tel:  01 326 

•  Balneum  Plus  cream  is  now 
available  on  prescription  in  a  new 
175g  pump  pack. The  active 
ingredient  in  Balneum  Plus  is 
lauromacrogols.a  local  anaesthetic. 

Liberal  application  of  emollients  is 
the  cornerstone  of  eczema 
management  and  the  convenience  of 
a  pump  pack  encourages  correct 
application  by  patients.''  says  Tom 
Poyner.  GP  and  clinical  assistant  in 

atmosphere  makes  acne  worse. 
"Chocolate  makes  acne  worse" 
FalseThere  is  no  link  between  eating 
chocolate  and  spots. 
"Some  medicines  can  make  acne  worse" 
True  Many  drugs  can  have  this 
effect,  most  commonly 
corticosteroids  and  anti-epilepsy 
drugs,  but  also  the  contraceptive  Pill. 
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Proderm  dermatological 
mousses  come  in  three- 


variants  to  treat  eczema, 
nappy  rash  and  dry  skin 

dermatology  at  Queens  Park  Medical 
Centre,  Stockton-on-Tees. 

Crookes  Healthcare  has  produced 
children's  colouring  books  and 
crayons  featuring  the  cartoon 
character  Laura  MacRogols  and  the 
Loch  Dryness  Monster  which  can  be 
given  to  patients. 

•  GPs  can  now  prescribe  once-daily 
Curatoderm  for  scalp  psoriasis, 
following  changes  to  its  licence. 

In  addition,  usage  has  been 
extended  so  it  can  be  used  as  a  long- 
term  continuous  treatment,  and  the 
maximum  daily  dosage  has  been 
increased  to  lOg  daily  to  allow  greater 
body  coverage. 

"Good  patient  compliance  with 
prescribed  therapies  is  critical  to 
primary  care  outcomes  so  if  one 
treatment  can  be  used  all  over  the 
body,  including  the  scalp,  just  once  a 
day,  there  is  a  greater  likelihood  of 
success,"  says  Professor  Phil  Harrison, 
consultant  dermatologist  at  the  Royal 
Lancaster  Infirmary. 


Clinical  studies  have 
confirmed  the  efficacy  of 
PS-98  Advanced  for  the 
treatment  of  dry,  itchy  skin 


•  Zeon  Healthcare  has  introduced 
the  Proderm  dermatological  mousse 
range  to  treat  eczema,  dry  skin  and 
nappy  rash. 

All  products  arc  fragrance  and 
colour-free.  Proderm  Eczema  & 
dermatitis  is  rapidly  absorbed  and 
helps  with  itching,  redness  ami 
flaking  skin.  It  is  suitable  lor  all  ages. 

Proderm  Nappy  Rash  &  Baby 
Eczema  is  a  preservative-free 
formulation  for  treating  eczema  and 
nappy  rash  in  babies 

Proderm  Dry  Irritated  Skin  is  a 
moisturising  mousse  to  heal  dry, 
cracked  and  irritated  skin.  It  is 
suitable  lor  all  ages. 

The  launch  is  being  supported  by  a 
£300,000  promotional  campaign 
including  press  advertising. 

•  Allergenics  is  a  new  range  of 
products  for  dry,  itchy  skin.  All 
products  are  free  from  preservatives, 
lanolin  and  perfume  and  are  endorsed 
by  the  National  Society  for  Research 
into  Allergies. 

The  main  active  ingredient  is 
phytosterols  extracted  from  soya 
beans.  Products  include  wash, 
shampoo,  body  lotion,  cream  and 
baby  wash. 

•  New  clinical  trials  from  Germany 
have  confirmed  the  efficacy  of  PS-98 
Advanced  for  the  treatment  of 
eczema. 

Carried  out  for  manufacturer 
Pharmavita,  the  trials  found  that  86 
per  cent  of  users  reported  an 
improvement  in  their  skin  condition. 
Ingredients  are  based  on  plant 
extracts  including  cystus,  cactus  and 
neem  tree.The  price  of  the  product 
has  been  reduced  to  £.12.95  for  a 
50ml  pack. 

•  New  from  HealthAid  is 
Dermavital,  an  all-over  body  lotion  for 
dry  and  sensitive  skins.  Containing 
AHAs.aloc  vera  and  vitamin  E,  the 
water-based  formulation  is  non-greasy, 
so  it  will  not  clog  pores. 

•  A  survey  carried  out  by  the 
manufacturers  of  Eucerin  has  revealed 
alarming  evidence  of  the  impact 
eczema  has  on  sufferers'  lives. 

Some  84  per  cent  of  respondents 
claimed  their  self-esteem  had  been 
affected  by  their  condition,  while  64 
per  cent  had  endured  rude  or  hurtful 
comments. 

One  in  three  people  felt  their 
eczema  had  affected  their  personal 
relationships  and  82  per  cent  said  it 
had  affected  their  choice  of  clothes.  A 
new  consumer  leaflet  has  been 
produced,  entitled  Eczema  and  dry 
skin',  to  help  sufferers. 

•  Neutrogena  Dermatological 
Cream  has  been  relaunched  this 
summer  and  is  now  available  on 
prescription  too.  Part  of  the 
Norwegian  Formula  range,  it  provides 
long-lasting  hydration  for  dry  and 
flaky  skin 

Around  1  million  people  have  some 
form  of  psoriasis,  and  the  UK  market 
is  estimated  at  £30m.The  Exorex 


range  contains  products  to  wash,  treat 
and  moisturise  the  condition, 
including  Exorex  shampoo,  soap,  bath 
&  shower  gel,  lotion,  cream  and 
conditioner. 

To  find  out  more  about  psoriasis 
treatment,  customers  can  ring  the 
Exorex  helpline  on  01737  508050  or 
\  isit  the  wch  site  al 
www.netdoctor.co.uk/exorex 

•  ( Hlatum  is  being  supported  b\  a 
high-impact  PR  campaign  this 
autumn  Products  inc  lude  ( )ilatum 
Bath  formula.  ( )ilatum  Juniorjunior 
Flare  Up  and  Oilatum  HandAquagel, 
ideal  for  those  who  conic  into  contact 
with  water  on  a  daily  basis. 

•  SmithKline  Beecham  has 
relaunched  its  Oxygen  medicated 
skincare  range,  aimed  at  14-16-year- 
olds.  Oxygen  Daily  Deep  Cleanser  and 
( )xygen  ( ientle  ( Cleanser  now  inc  link  s 
a  polymer  system  giving  a  longer- 
lasting,  yet  gentle  action  on  the  skin. 

New  packaging  gives  (he  brand  a 
more  contemporary  look  and  helps 
consumers  to  differentiate  more  easily 
between  products. 

•  Comodynes  Dermotological.from 
Perma  Jeuncare  new  easy-to-use 
wipes  for  spot-prone  skin.  Containing 
tensioactives  to  get  rid  of  excess 
sebum,  asebiol  for  its  astringent  action 
and  the  antiseptic  chlorhexidine,  they 
can  be  used  to  cleanse  all  types  of  oily 
and  spot-prone  skin. They  retail  at 
£3.95  per  pack 

•  Neutrogena  has  extended  its  Clear 
Pore  range  for  problem  skins  with  the 
addition  of  Body  Clear  Body  Wash. 

A  survey  by  Neutrogena  found  that 
70  per  cent  of  people  get  spots  on 
their  bodies  but  65  per  cent  used  a 
facial  product  to  treat  them.  Body 
Clear  contains  salicylic  acid 

•  Oxygen  is  the  latest  wonder 
treatment  in  the  anti-ageing  sector. 
P02  Visage  has  been  developed  by 
Pharmavita  to  treat  the  signs  of 
ageing. 

The  cream  contains  1  per  cent 
active  oxygen  and  is  said  to  stimulate 
skin  regeneration  through  the 
diffusion  of  oxygen  and  nutrients  into 
the  connective  tissues. 

•  Revitalift  Slim  is  the  latest  addition 
to  the  L'Oreal  Plenitude  anti-ageing 
range,  which  promises  to  firm  skin, 
refine  facial  contours  and  enhance 
features. 

The  first  mass-market  face 
sculpting  lotion,  it  contains  Par- 
Elastyl,  derived  from  vegetable 
proteins  to  inhibit  the  action  of 
enzymes  responsible  for  the 
degradation  of  collagen  and  elastin. 
The  lotion  also  includes  caffeine  to 
stimulate  the  elimination  of  excess 
fluids  from  the  skin.  It  retails  at  £9.99 
for  50ml. 

•  Patch  technology  has  extended  to 
facial  skincare,  with  two  new- 
products  from  Perma  Jeune.  Biological 
Face  Lifting  is  a  patch  designed  to 
speed  up  skin-cell  renewal  giving 
younger-looking  skin. 


SmithKline  Beecham  has 
relaunched  its  Oxygen  range 
with  new  formulations  and 
updated  pac  kaging 


Crookes  Healthcare  is 
supporting  IIc45  with  a 
campaign  designed  to  raise 
awareness  of  its  use  for 
insect  bites 


Christy  Facemasks  come  in  a 
choice  of  fragrant  variants 
to  suit  your  skin  type 


It  contains  collagen,  vitamin  E,  aloe 
vera.gingko  biloba  and  elastin. 
Wrinkle  Reduce  Face  Patch  contains 
retinol  to  reduce  the  appearance  of 
fine  lines  and  wrinkles. 

•  Smith  &  Nephew  has  extended  its 
Nivea  Visage  Q10  anti-ageing  range 
with  the  addition  of  an  eyecare 
product.  Eye  Zone  Q 10  Repair  Creme 
is  specially  formulated  for  the  delicate 
eye  area  and  is  suitable  for  contact- 
lens  wearers. 

The  product  contains  co-enzyme 
QlO.the  body's  own  anti-ageing 
defence  molecule,  to  reduce  the 
appearance  of  fine  lines  and  wrinkles. 

•  EC  DeWitt  has  relaunched  its 
Witch  Doctor  skincare  range  with  a 
new  look.The  new  Witch  range  has 
been  repositioned  as  skincare  for 

Continued  on  P24  -» 
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Skincare 


->  Continued  from  P23 

everyday  use,  while  existing  Witch 
Doctor  products  are  positioned  .is  a 
treatment  range. 

The  five  new  products  include 
Witch  Stick, Witch  Cleansing  &  Toning 
Pads, Witch  Doctor  SkinTreatment 
(.el,  Witch  Doctor  Lotion  and  Witch 
Sun  Sore  Soothing  del. 
•  Facial  Express  is  the  new  multi- 
purpose product  from  Christy. The 
mousse  formulation  will  remove  eye 
make-up,  deep-cleanse  skin,  tone  and 
moisturise  all  in  one  step. 

It  is  available  in  four  variants  - 


P02  Visage  contains  active 
oxygen  to  stimulate  skin 
renewal  for  a  younger 
appearance 


Exorex  can  provide  relief  for  Britain's  one  million  psoriasis 
sufferers 


I  Itimate  Energising  System  Mimosa  & 
Rosehip  for  tired  and  stressed  skin; 
Active  Purifying  System  Tea  Tree  & 
Lemongrass  for  problem  skin, 
Definitive  Balance  System  Starfruit  & 
Honeysuckle  for  combination  skin. 
Advanced  Hydrating  System  Jojoba  & 
Waterlily  for  dry  skin 
#  Crookes  Healthcare  is  running  a 
campaign  to  increase  awareness  ol 
the  use  of  Hc45  for  prickly  heat  and 
insect  bites  as  well  as  eczema  and 
contact  dermatitis 

"Research  from  the  London  School 
of  Hygiene  &  Tropical  Medicine 
shows  an  increase  in  temperature  can 
lead  to  a  longer  mosquito  season  and 


therefore  more  people  will  be  bitten, 
says  Helen  Williams,  product  manager 
for  He  n 

The  campaign  will  be  supported  b\ 
showcards  in-store  and  fact  sheets  on 
the  best  way  to  treat  insect  bites. 
There  are  three  fact  sheets  available, 
designed  for  gardeners,  outdoor 
enthusiasts  and  barbecue  fans 
#  New  to  the  Biore  range  are 
Balancing  Moist uriscrs  in  a  loam 
mousse  formulation.  For  oily  skin 
there  is  an  oil-free  formulation  which 
is  free  from  waxes  which  can  block 
pores  For  normal-dry  skin  there  is  a 
richer  formulation  containing  lipids  to 
hydrate  skin.  Both  are  priced  at  £7.50. 


Aromatherapy  for 
problem  skin 

Jennie  Harding,  an 
aromatherapist  at  the  Tisserand 
Institute,  has  the  following 
advice  for  customers  who'd  like 
to  try  aromatherapy  for  eczema 
or  acne:  "While  it's  not  advisable 
to  use  pure  essential  oils  on 
young  children  under  three, 
there  is  a  soothing  and  anti- 
inflammatory blend  that  is 
extremely  helpful  for  reducing 
redness  and  itching  in  eczema 
sufferers." 

•  Mix  2  drops  of  Rose  Otto  and 
2  drops  of  Roman  Camomile  in 
20ml  of  sweet  almond  oil. 
Apply  one  teaspoon  to  the  child 
each  day  after  bathing. 

•  It  is  recommended  that 
jojoba  oil  be  used  as  the  carrier 
oil  for  acne  treatments  as  it  is 
good  for  all  ages  and  skin  types. 
For  girls:  Blend  3  drops  of 
geranium,  ^  drops  of  lavender 
and  3  drops  of  grapefruit  in 
20ml  of  jojoba  oil;  use  one 
teaspoon  morning  and  night 
after  cleansing. 

For  boys:  Blend  3  drops  of  Tea 
Tree,  2  drops  of  lavender  and  5 
drops  of  sandalw  ood  and  mix 
with  20ml  of  jojoba  oil.  Apply 
as  the  girl's  blend. 


makes  sure  specia 


OOD  CARE  Of       g  8^ 


Babies  who  need  special  feeds  deserve  extra  special  care.  So  every  SMA  formula  is  clinic 
researched  to  the  highest  world-class  pharmaceutical  standards,  giving  you  the  best  solut 
to  help  their  feeding  problem.  j 

•  SMA  WYSOY*  -  complete  milk  free  nutrition  for  the  management  of  cow's  milk  intolerant 

•  SMA  HIGH  ENERGY*  -  nutrient-dense  high  energy  feed  for  infants  and  young  children  with 
increased  energy  requirements,  growth  failure  and  malnutrition 


Important  notice.  Breast  feeding  is  best  for  babies.  SMA  special  feeds  are  intended  to  replace  breast  milk  v 
mothers  do  not  breast  feed.  All  these  feeds  should  only  be  used  under  medical  guidance.  SMA  WYSOY  milk  free  ii 
formula  is  intended  to  meet  the  nutritional  needs  of  infants  and  children  who  are  allergic  to  cow's  milk  prote, 
intolerant  to  lactose  or  sucrose.  Soy  infant  formulae  are  not  recommended  for  premature  babies  or  those  with  ki 
problems.  SMA  LF  is  a  nutritionally  complete  feed  for  infants  and  children  who  are  intolerant  to  lad 


National  eczema  week 


This  year's  national  eczema  week  (September  23-30)  is  being  launched  with 
the  National  Eczema  Society's  first  ever  telephone  information  day,  supported 
by  Crookes  Healthcare.  Eczema  sufferers  will  have  the  opportunity  to  speak 
to  a  range  of  healthcare  professionals  about  their  condition 

The  number  to  ring  is  0870  24 1  3004  from  10am  -  4pm  on  Sunday 
September  24. There  will  also  be  a  new  booklet  available,  entitled  Living  w  ith 
eczema 

A  new  factsheet,  with  ten  tips  for  adults  on  how  best  to  manage  eczema,  is 
also  available.  Eor  copies,  send  an  At  SAE  to:  New  Information,  National 
Eczema  Society,  163  Eversholt  St,  London  NW1  1BU. 


Curatoderm  can  now  be  prescribed  lor  scalp  psoriasis 
thanks  to  a  lice  nce  change 


#  Palmer's  Cocoa  Butter  formula 
range  has  been  relaunched  with  an 
improved  formulation  and  updated 
packaging. 

Palmer  s  Cocoa  Butter  Nutrient 
fan  iched  cream  with  vitamin  E  now 
also  contains  vitamins  A  and  C  to 
protect  skin  from  free  radical  damage 


Balneum  Plus  cream  is  now 
available  on  prescription  in  a 
convenient  175)4  pump  pack 


Balneum  Plus  KSEl 


ed  babies  stay  on  track? 


Marketwatct 


Within  OTC 
medicines  the 
biggest 
categories  in  the 
pharmacy  set  tor 
continue  to 
drive  growth. Adult  oral  analgesics 
(£172  million)  is  up  4  7  percent  on 
last  year,  while  cold  and  flu 
decongestants  (£1 05m)  is  the  fastest 
growing  category  at  8  per  cent. 

Keen  to  quit 

( >ne  of  the  most  dynamic  markets  is 
smoking  cessation  aids.  Previously 
unreleased  data  now  reveals  that  the 
category  is  worth  nearly  £50m  in 
annual  sales. 

Brands  such  as  Nicorette  gum  and 
Niquitin  and  Nicotinell  patches  arc 
taking  the  sector  by  storm.  Supported 
heavily  by  TV  and  press  advertising, 
these  products  are  beginning  to  prove 
as  successful  in  the  I  IK  as  they  have 
been  in  the  US. 

It  is  not  clear  whether  more 
people  are  giving  up  smoking,  but 
with  an  increasing  number  of 
products  and  formats  becoming 
available,  the  help  being  offered  to 
those  keen  to  quit  is  certainly  more 
readily  available. 

Winter  winners 

The  spate  of  minor  illnesses  over  last 
winter  was  a  boon  to  the 
manufacturers  of  cold  and  flu 
remedies  and  this  has  undoubtedly 
assisted  in  the  growth  of  the  market 
in  the  past  12  months. 

Lemsip  remains  the  biggest  selling 
brand  and  Lemsip  Max  Strength  (the 
most  popular  variant)  has  grown  by 
an  impressive  46.6  per  cent. 

Sak  s  of  cough  liquids  were  fairly 
static,  with  grow  th  of  only  0.6  per 


Smoking  out  sales 

Market  analyst  Information  Resources  reports  on  how 
sales  of  OTC  medicines  are  performing  in  pharmacies 


cent  in  the  same  period  and  this  can 
be  explained  by  the  availability  of 
Bcnylin  as  a  GSL  product  in  the 
grocery  multiples 

With  people  able  to  buy  cough 
liquid  with  their  weekly  shop,  it  is 
inevitable  that  sales  levels  within 
pharmacies  will  be  low  er 

Value  sales  in  pharmacy  are  up 
year-on-year  partly  because 


consumers  ran  down  stocks  in 
the  immediate  period  after  the 
packaging  regulation  changes  in 
September  1998  and  partly  because 
of  new  product  development  in  the 
sector 

In  the  oral  analgesics  market,  value- 
share  of  Crookes  Healthcare  s 
recently-introduced  Nurofen  Meltlcts 
has  doubled  in  the  last  month. As  a 


result.it  has  overtaken  Nurofen  Liquid 
Capsules  -  making  it  the  third  biggest 
Nurofen  sub-brand  in  the  chemist 
sector 

Both  of  these  new  formats  have 
added  to  the  growth  of  Nurofen  as  a 
whole  w  ith  share  up  from  18  6  per 
cent  to  19."  per  cent  in  the  last  year. 

Meanwhile.  Solpadeine  (from 
SmithKline  Beecham)  remains  a 


Fastest  growing  OTC  categories 
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Top  10  OTC  medicine  brands  in  Chemists 
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driving  force  within  chemists,  while 
2  Anadin  (Whitehall  Laboratories) 
!  remains  steady  w  ithout  looking  likely 
|  to  threaten  the  dominance  of 
I  Nurofen. 

|  Growing  sales 

|  Hay  fever  remedies  have  increased  by 
£  7.2  percent  on  the  last  year, this 
|  coming  after  growth  of  around  25  per 
j  cent  in  the  previous  y  ear.  Piriton, 
;  Clarity  n.  Heconase  and  Benadryl 
|  continue  to  grow  and  dominate  the 
market. 

"     Laxatives  appear  to  be  an  area  ot 
■5  great  potential  with  animal  sales  of 
1  £29m  and  growth  of  nearly  7  per 
£  cent 

S     Reckitt  Benckiser  is  the  leading 
§  manufacturer  with  Senokot  the 
e  biggest  selling  brand  and  Fybogel  just 
i  behind  the  fast-grow  ing  Dulcolax 
;  (Windsor  Healthcare). 

Ex  Lax  from  Novartis  is  also  on  the 
i  up,  with  Solvay  Healthcare's  Duphalac 
I  completing  the  top  five  brands. 
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For  any  particular  generic  or  PI,  there  are  dozens  of 
suppliers  with  constantly  changing  prices.  It  is  almost 
impossible  to  find  the  time  to  keep  up  with  them  all. 

Now  you  can  click  onto  PharmacyBargams.com  and 
find  the  best  price  in  the  country  for 
generics  and  Pi's  -  in  seconds. 

Just  type  in  the  drugs  you're  looking 
for,  and  PharmacyBargains.com  will  search  its  database 
and  tell  you  what  the  best  deals  are.  This  database  is 
updated  constantly.  If  you  like  the  prices,  click  to  buy  and 
an  order  will  be  automatically  transmitted  to  the  supplier. 


Not  surprisingly,  suppliers  have  to  be  the  most 
competitive  they  can  be  to  get  the  business.  And  you  get 
the  benefit. 

At  last,  a  chance  to  regain  some  profitability 
on  your  dispensing. 

Register  now  and  you  could  be 
saving  right  away. 
You  could  also  get  up  to  £100  cashback,  and  a 
chance  to  win  an  internet-ready  PC. 

Click  onto  www.PharmacyBargams.com  for  further 
details  or  phone  0800  169  4929. 


Letters 


Top  of  the  list  of 


NHS  Direct 

and  cautious 


topical  analgesics  referrals 


While  I  read  your  feature  on 
analgesics  ( C&D  August  .v 
with  great  interest.  I  am 
confused  as  to  wh}  in  the 
table  on  p22  Ibi 
according  to  AC  Nielsen, 
listed  as  beipg  die  number 
two  anion.:  topical  analgesic 
brands 

Tins  is  simply  not  the  case, 
as  comparable  topical  NSAID 
pharmacy  data  supplied  by 
IRI  [nfoscan  bears  out.  IRI 
figures  (MAT  to  June  2(10(1) 
show  Ibuleve  as  the  clear 
brand  leader  with  a  52  per 
cent  (unit)  market  share. 

In  all  of  Ibuleve  s 
advertising  it  has  always  been 
communicated  that  Ibuleve  is 
either  the  No  1  brand' or  the 
'Best  Selling  .  .  This 
communication  has  been 
approved  by  the  Proprietary 
Association  of  Great  Britain, 
based  on  reputable  market 
data.  I  hope  this  clarifies 
Ibuleve  s  position  within  the 
topical  NSAID  market. 
Gail  Bunn 

Senior  Brand  Manager, 
Dendron  Ltd 


Xrayser  identified  a  very 
important  issue  for 
community  pharmacists 
who  talk  to  patients  who 
have  called  NHS  Direct 
(Topical  Reflections  August 
19). 

It  is.  of  course,  crucial  that 
people  receive  consistent 
healthcare  advice  and  as 
Xrayser  clearly  illustrates, 
pharmacists  will  not,  quite 
rightly,  disagree  openly  with 
the  advice  given  by  other 
professionals.  In  the  case  of 
NHS  Direct,  this  means 
pharmacists  will  feel 
uncomfortable  suggesting 
alternative  solutions  when 
people  have  been  told  to 
consult  a  GP. 

The  National 
Pharmaceutical  Association 
and  the  other  national 
pharmacy  bodies  recognise 
this  dilemma.  We  have  been 
collaborating  for  sometime 
with  the  central  NHS  Direct 
team  and  also  with  one 
particular  NHS  Direct  site 
that  covers  Essex  and  Barking 
&  Havering  to  look  at  this 


and  other  interface  issues. 

The  local  pharmaceutical 
committees  and  Essex  and 
Barking  &  Havering  NHS 
Direct  are  currently  piloting  a 
new  referral  pathway  to 
community  pharmacy  that 
should  iron  out  many  of  the 
problems  described. 

Firstly,  the  review  of  the 
decision  support  software  to 
incorporate  the  new  referral 
pathway  will  result  in  a  large 
number  of  people,  who 
would  previously  have  been 
given  advice  to  consult  a  (>P 
being  referred  to  community 
pharmacy. This  means  that 
pharmacists  will  now  be  able 
to  offer  treatment  and  advice 
and  that  the  message  to 
patients  will  be  consistent 

In  the  NHS  plan,  published 
earlier  this  month,  there  was 
an  announcement  that  this 
new  referral  pathway  is  to  be 
rolled  out  across  all  NHS 
Direct  sitcs.Thc  NPA  will  be 
working  with  others  to 
ensure  this  happens  as  soon 
as  possible.  Meanwhile,  if  any 
NPA  member  would  like- 
more  details  on  NHS  Direct 
pilot  sites  and  how  it  affects 
pharmacists,  please  contact 
the  Professional 
Development  team  on: 
g.craigej'npa. co.uk  or 


telephone  01  "2"  832161. 
ext  293. 

You  may  also  be  comforted 
to  know  that,  in  fact,  the 
evaluation  of  the  NHS  Direct 
to  date  shows  that  the  only 
sen  ice  that  conclusively  has 
enjoyed  a  reduction  in 
workload  following  its 
introduction  is  general 
practice  -  specifically  GP  out- 
of-hours  services 

The  NPA  believes  that  the 
work  the  national  bodies 
have  done,  in  collaboration 


with  NHS  Direct,  will  lead  to 
increased  consultations  for 
minor  ailments  in  pharmacy, 
which  we  will  all  have  the 
comfort  of  knowing  have 
been  screened  to  rule  out 
more  serious  illness. This 
seems  to  us  to  offer 
community  pharmacy  a  great 
opportunity  rather  than  a 
costly  threat. 
Georgina  Craig 
Head  of  Professional 
Development.  National 
Pharmaceutical  Association 


The  bustling  business  scene  as  visitors  entered 
the  Chemex  exhibition.  Next  year,  Chemex  will 
be  held  at  ExCel,  a  new  state-of-the-art 
exhibition  centre  in  London's  Docklands 


uNlQUE  C€ 

\itu?mb-M2 

Nso-ilh  DOUBLE  RON 
rwiHlCTlON 
-:•  Twice  the  coitflmj    -:•  lltlH  remit* 


Nitccmb-M2 


C  HEAD  "CC.  coos  a 


Double  row  twin  action 

RPM 

£3.49 


Designer 

Nitccmb-M2 


Two  Row 
Technology 

Finely  &  extra 
finely  spaced 
stainless  steel 
round  tipped 
teeth  to  give  twin  action  and 
double  the  effectiveness. 

The  cosmetic  approach  to  a 
clinica!  need 

*  Assorted  Candy  Colours 

*  Distinct  Packaging 

*  Non-Slip  Crip  for 
Easy  Combing 

*  User  Appealing  and 
Pleasing  to  the  Child 

British  Company, 
Great  British  Design 
and  has  US  Patent 


Nittotion 


Probably  the  first  natural 
ingredients  based  Nitlotion 
with  CE  mark  available  from 
Pharmacy. 

Nitlotion  with  natural  active 
ingredients  offers  an  alternate 
treatment  regime  to  chemical 
based  products. 

*  Physical  Action 

*  Free  from  Chemical 
Insecticides 

*  Non-Chemical  Action 

*  Natural  Active 
Ingredients 


Suitable  for  the 
Whole  Family 

Attractive  packs  with  matching  logos  and  themes 

Available  from  most  Chemist  Sundries  Suppliers,  Wholesalers  and  Pharmaceutical  Wholesalers 


RPM-100ml 

£6.99 


M       |  6  Coppen  Road,  Dagenham,  Essex  RM8  1HJ,  UK. 

CMAl4tlj£    -re|.  Q20  8595  7836  Fax:  020  8593  3188    Email:  shanty@shantys.com  www.shantys.com 
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Advertisement  feature 


Wellwoman  -  Intelligent  nutrition 
for  women,  recommended  by 

she  magazine 

Every  woman  ultimately  wants  to  look  and  feel  great.  That  means  taking  care 
of  health  from  the  inside,  as  well  as  on  the  outside 


Wellwoman®  from  Vitabiotics  is 
the  NEW  intelligent  supplement 
designed  for  the  demands  of 
modern  life.  Each  capsule  delivers 
a  wide  range  of  nutrients  and 
trace  elements  to  help  women 
maintain  their  most  vibrant  looks 
and  total  wellheing. 
Removing  the  need  for  multiple 

upplements  or  unattainable  diets, 
Wellwoman®  provides  what 
women  really  want  from  a 

upplement  in  a  simple  one-per- 
day  formula.  Quite  unlike  any 

ther  general  multivitamin,  it 
balances  micronutrient  levels  with 
rich  sources  of  GLA  to  support  the 
ireas  of  health  which  are  of  most 
interest  to  women. 

Health  and  Vitality  - 
Capsule  Nutrition! 

To  help  women  maintain  optimal 
lealth  and  vitality,  good  nutrition 
is  of  primary  importance,  but  for 
many  women,  their  busy  lifestyle 
means  they  do  not  have  time  to 
cook  nutritious  meals  everyday. 

Wellwoman®  is  recommended 
by  the  experienced  health  and 
beauty  team  at  She,  who  know 
Wellwoman  ®'s  unique  formula  of 
micronutrients  and  antioxidants, 
plus  Starflower  Oil  and  Evening 
Primrose  Oil,  make  it  the  ideal 
supplement  for  busy  modern 
women. 

Skin  and  Hair  -  Internal 
cosmetics 

Any  minor  deficiency  in  dietan 
nutrients  is  most  likely  to  show 
first  in  the  complexion,  hair  and 
nails.  Wellwoman®  contains 
antioxidant  vitamins  C,  E  and 
beta-carotene  to  help  guard 
against  free  radical  damage  which 
can  cause  reddening  and 
wrinkling  of  the  skin,  ageing  of 
skin  cells,  age  spots  and  even 
DNA  damage. 


30  Capsules 


.need  formula 

Evening  Pr.mrose  4  Starflower  Oil 
Natural  Carotenoids 
Antioxidants 
Vitamins  &  Minerals 


The  addition  of  B  vitamins  and 
trace  minerals  such  as  zinc  may 
help  maintain  nail  strength  and 
moisture.  Other  nutrients  such  as 
biotin  are  essential  to  hair  growth 
and  hair  follicle  formation. 

The  Monthly  Cycle  -  B'  in 
balance  with  nature 

Wellwoman®  provides  Starflower 
Oil  and  Evening  Primrose  Oil,  two 
of  nature's  richest  sources  of  GLA 
(gamma  linolenic  acid).  GLA  may 
help  maintain  normal  breast 
comfort  before  a  woman's  period 
and  is  vital  for  the  formation  of 
prostaglandins  -  hormone-like 
substances  vital  for  premenstrual 
health. 

Mixed  B  vitamins  are  also 
included,  popular  with  women  to 
help  maintain  emotional  balance 
throughout  the  monthly  cycle. 

The  Immune  System  - 
Antioxidant  defence 

The  antioxidant  vitamins  C  and  E 
play  a  crucial  role  in  the  immune 
system,  helping  to  maintain 
resistance  to  infection  and 


immune  defence.  Bioflavonoids, 
which  help  scavenge  free  radicals 
and  protect  free  vitamin  E  from 
oxidative  stress,  are  also  included. 

Conception  -  Thinking 
about  Sex? 

Not  everything  in  life  is  planned! 
Since  it  is  possible  that  a  woman 
might  become  pregnant  while 
taking  Wellwoman®,  vitamin  B12 
is  provided  with  folic  acid  at  the 
precise  level  recommended  for  an 
unborn  child,  to  help  protect  the 
baby  from  the  very  first  moment 
of  conception. 

Fully  Comprehensive 
Cover! 

Wellwoman®  provides  an 
intelligent  blend  of  vitamins  and 
minerals  at  levels  scientifically 
determined  to  be  optimal  for 
busy,  modern  women.  It  replaces 
complicated  routines  of  individual 
supplements  with  a  single 
comprehensive  capsule  for  total 
well-being. 

Robert  Taylor,  marketing 
director  of  Vitabiotics,  said: 


"There  are  a  great  number  of 
supplements  on  the  market  aimed 
directly  at  women,  for  use  at 
different  lifestages  or  for  specific 
conditions.  The  beauty  of 
Wellwoman®  is  that  it  is  a  very 
broad  spectrum  supplement  with 
the  powerful  backing  of  She 
magazine  and  a  totally  unique 
formulation." 

Product  Details 

•  30s  pack  price  XS.05 

•  Successfully  launched  June 
2000 

•  Sales  well  ahead  of  targets 

•  Recommended  by  She 
magazine 

For  further  details  on 
Wellwoman®  and  all  other 
1  Htabiotics  products,  contact 
Robinson  Healthcare  Ltd. 
Tel:  01246220022. 


VITABIOTICS 

WHERE  NATURE  MEETS  SCIENCE 


Integrated  prescribing  and  dispensing  are  seen  as  a 
possible  way  forward  under  the  Government's  National 
Plan  for  the  NHS.  This  article  describes  how  Walsall 


Health  Authority  showed  the  way  forward 


A  step  towards  integration? 


Repeat  prescribing  for  the  elderly  came  under  review 


pioneering  scheme 
involving  pharmacists 
working  full-time  in 
GPs' practices  could  be 
used  as  a  blueprint  for 
integrating  prescribing 


and  dispensing  as  part  of  the 
government's  National  Plan  for  the 
NHS. 

The  scheme  run  by  Walsall  Health 
Authority  (as  reported  in  C&l)  May 
20,  p6)  was  aimed  at  reviewing  repeat 
prescribing  for  elderly  people  with 
particular  emphasis  on  improving  the 
prescribing  on  non-steroidal  anti- 
inflammatory drugs  (NSAIDs). 

The  project  was  carried  out  jointly 
by  the  health  authority  and  the 
Department  of  Medicines 
Management  at  Keele  University. 

Its  main  objectives  were: 

•  to  measure  the  extent  to  which 
joint  working  between  GPs  and 
community  pharmacists  local  to,  or 
distant  from,  the  GP  practice,  is 
successful  in  achieving  defined 
outcomes 

•  to  assess  how  GPs  and 
surrounding  community  pharmacists 
respond  to  prescribing  advice 
provided  by  pharmacists  from  these 
different  settings 

•  to  assess  the  feasibility  of  targeting 
pharmaceutical  input  to  specific  GP 
practices  and  its  acceptability  to  GPs 

•  to  identify  and  explore  conflicts  of 
interest  for  community  pharmacists 
providing  prescribing  advice  and  the 
relative  incentives  and  barriers  to  the 
provision  of  such  advice 

•  to  test  the  receptiveness  of  GPs  to 
a  range  of  possible  tasks  and  activities 
for  community  pharmacists  in 
relation  to  repeat  prescribing 

•  to  assess  the  response  of  key 
stakeholders  (patients,  GPs  and 
pharmacists)  to  the  new  way  of 
working 

$  to  measure  changes  in  prescribing 
and  other  indicators  in  the 
participating  practice. 

The  project  involved  the 
recruitment  of  a  minimum  of  five 
community  pharmacists  to  work  one 
day  (two  sessions)  a  week  in  at  least 
one  GP  practice  each. 

Practices  were  prioritised  for  the 
allocation  of  a  pharmacist  according 


to  their  enthusiasm  for  a  community 
pharmacist  to  work  in  the  practice, 
high  overall  prescribing  costs  and 
volume,  and  high  prescribing  cost  and 
volume  for  NSAIDs. 

In  order  to  gain  feedback  from  GPs, 
pharmacists,  patients  and  the  NHS  as 
a  whole,  the  evaluation  design 
included  a  component  for  each  of 
these  elements: 

•  measurement  of  changes  in 
prescribing  using  PACT  data 

•  documentation  of  the  repeat 
prescribing  system  in  each 
participating  practice  and  changes 
made  during  the  project 

•  interviews  with  patients  to 
measure  their  responses  to  and 
satisfaction  with  changes  to  their 
medication 

9  interviews  with  GPs  to  assess  their 
attitude  to  working  with  the  primary 
care  pharmacist 

9  interviews  with  project  managers 


to  assess  the  competences  and  skills 
required  by  primary  care  pharmacists. 

The  health  authority  paid  six 
pharmacists  ±200  a  day  to  work  in  the 
practices  in  1997-98 . 

The  types  and  sizes  of  practices 
that  the  pharmacists  worked  with 
varied  widely. Three  pharmacists 
worked  with  group  practices  of  four 
or  more  doctors  while  two  worked 
with  two  smaller  practices  located  in 
the  same  building. 

Although  the  main  aim  of  the 
project  was  to  review  repeat 
prescribing  of  NSAIDs  in  the  elderly, 
the  HA  wanted  to  ensure  that  GPs  had 
an  opportunity  to  identity'  their  own 
priority  areas. 

The  areas  which  were  of  particular 
concern  to  GPs  were: 

#  repeat  prescribing  for 
nursing/residential  homes 

#  generic  substitution  of  top  20 
branded  drugs 


9  drug  effectiveness/analysis  ol 
lipids 

•  generic  prescribing 

#  PACT  analysis  and  medication 
review 

•  practice  formularies 

#  drugs  for  HRT  and  asthma. 
On  the  issue  of  generic 

substitution,  one  pharmacist 
commented:  While  the  GP  was  very 
knowledgeable  about  the  rational 
prescribing  of  drugs,  the  price 
differential  between  branded  and 
generic  drugs  was  often  not  realised 
until  specific  examples  were  pointed 
out." 

Nigel  Barnes,  the  HA  s 
pharmaceutical  adviser,  said  the 
health  authority  wanted  to  ensure 
that  the  pharmacists  who  were 
selected  to  work  in  the  practices  had 
good  communication  skills  with  GPs 
and  patients. This  was  seen  as  vital  to 
introducing  and  explaining  any 
medication  changes. 

"We  were  pleasantly  surprised  by 
the  high  level  of  communication  skills 
among  community  pharmacists  and 
these  were  important  as  explaining 
medication  changes  to  patients  was 
seen  as  an  important  part  of  the 
project,"  says  Mr  Barnes. 

The  practice  pharmacists  were  also 
encouraged  to  develop  contacts  with 
local  community  pharmacists  so  that 
they  were  kept  informed  about  the 
practice  pharmacists'  activities  and 
any  potential  implications  for  their 
won  work. The  HA  says  in  its  report 
that  these  contacts  generally  led  to 
the  establishment  of  good 
relationships  between  practice 
pharmacists  and  their  community 
pharmacy  colleagues. 

In  an  analysis  of  time  spent  on 
different  activities,  figures  showed 
that  significant  amounts  of  time  were 
spent  by  the  pharmacists  on 
communicating  and  liaising  with 
others  (15  per  cent):  preparing 
reports  for  doctors  (12  per  cent):  and 
updating  computer  records  (12. 5  per 
cent). 

Comparatively,  only  small  amounts 
of  time  were  spent  in  patient 
counselling  (2  per  cent)  and  practice 
staff  training  ( 1 .5  per  cent).The  HA 
recommends  that  as  the  role  of  the 


30  Chemist  &  Druggist  9  SEPTEMBER  2000 


practice  pharmacist  develops, 
administrative  support  should  be 
provided  allowing  the  pharmacist 
more  time  for  other  activities. 

In  the  review  of  NSAIDs,  the 
activities  of  the  practice  pharmacists 
varied. They  included  formulary 
development,  prescribing  advice, 
substitution  (eg  of  topical  NSAIDs 
with  rubefacients)  and  review  of 
individual  patients'  medication. 

To  assist  the  work,  a  set  of 
prescribing  indicators  and  targets  for 
NSAIDs  was  developed  by  Mr  Barnes, 
based  on  an  Audit  Commission  report 
on  repeat  prescribing,  statements  by 
the  Committee  on  Safety  of  Medicines 
and  other  literature. 

The  targets  were  set  in  the  context 
of  prescribing  performance  across  all 
70  practices  in  the  health  authority, 
and  with  input  from  the  practice 
pharmacists. 

Practice  prescribing  profiles  based 
on  these  indicators  and  targets  were 
produced  using  EPACT  data  three 
months  into  the  project  and  discussed 
with  the  pharmacists.  Feedback  on 
progress  towards  the  targets  was  also 
given  at  peer  network  meetings 
throughout  the  project. 

The  results  of  the  projects  showed 
that  substantial  savings  in  prescribing 
had  occurred.  In  general,  the 
prescribing  indicators  showed  steady 
progress  towards  the  targets. 

The  HA  reported  that  the  practice 
pharmacists  made  at  least  £2-4,850  of 


savings  as  estimated  from  PACT  data 
of  individual  practices. 

"These  savings  were  only  those 
identified  by  the  HA  in  the  area  of 
NSAIDs,  and  as  they  had  an  input  into 
other  areas  of 
prescribing,  we 
believe  that  they 
probably  reduced 
cost  in  other  areas, 
but  these  arc  more 
difficult  to  quantify,' 
says  Mr  Barnes. 

The  changes  in 
NSAIDs  prescribing 
were  sustained  for 
several  months  after 
the  pharmacists  had 
completed  their 

work,  which  suggests  that  prescribing 
changes  had  been  successfully 
embedded  in  practices  and  had  been 
acceptable  to  patients,  says  the  HA. 

In  a  review  of  multiple  medication, 
pharmacists  examined  prescribing  for 
all  patients  over  65  and  on  oral  or 
topical  NSAIDs  who  were  taking  four 
or  more  medicines  on  repeat 
prescription. 

The  pharmacists  used  intervention 
forms  to  record  the  results  of 
individual  patient  reviews  where 
changes  were  recommended. 

Of  the  patients  whose  medication 
was  reviewed  by  the  pharmacists, 
intervention  forms  were  completed 
for  330  patients  involving  548 
recommendations.  Of  these,  514 


The  results  of  the 
projects  showed  that 
substantial  savings 
in  prescribing  had 
occurred" 


recommended  changes  to  medication 
and  34  recommended  further 
investigation. 

In  all,  366  out  of  514  changes  were 
implemented,  representing  a  change 
rate  overall  of 
71.2  per  cent.  Of 
this  total,  329  of 
the  changes 
were  sustained. 
Thirty-seven 
patients 
requested  a 
change  back  to 
their  original 
medication  at 
three  months  or 
later. 
In  the  148 
cases  (28.8  per  cent)  where  changes 
were  not  implemented,  the  majority 
(97)  were  those  where  the  CP 
reviewed  the  patient's  medication  and 
decided  not  to  go  ahead  with  it. 

Only  a  few  patients  (11  or  3  3  per 
cent)  declined  a  proposed  change  or 
review  of  their  medication 

Cost  savings  from  all  the  recorded 
interventions,  taking  into  account 
those  changes  resulting  in  cost 
increases)  totalled  £1 3. 1 52  These 
savings  do  not  include  any  which 
accrued  from  prescribing  policy 
changes  which  were  made  in  the 
practices  or  'housekeeping'  changes 
to  repeat  prescribing  systems,  says  the 
HA. 

In  its  evaluation  of  the  project,  the 


researchers  found  that  practice 
pharmacists  had  been  well-received 
by  GPs,  all  of  whom  wanted  their 
pharmacist  to  continue  working  in 
the  practice  beyond  the  end  of  the 
project. 

They  also  found  that  where  the 
practice  pharmacist  was  responsible 
for  the  local  community  pharmacy,  as 
was  the  case  for  two  of  the  five 
pharmacists,  there  were  potential 
financial  disincentives  in  reducing  the 
overall  rate  of  prescribing 

But  the  report  notes:  "While 
financial  disincentives  were  discussed 
and  recognised  by  the  pharmacists, 
there  was  no  evidence  of  differences 
in  their  approaches  or  results  that 
might  be  explained  by  this  factor." 

As  a  result  of  the  success  of  the 
initial  project,  14  pharmacists  are  now 
working  in  primary  care  group-based 
teams  across  nearly  all  the  70 
practices  in  Walsall. 

"We  have  extended  the  project 
beyond  the  initial  year,  and  we  are 
funding  the  pharmacists  in  practices 
ourselves,"  says  Mr  Barnes. 

"In  the  next  year  or  so,  there  will 
be  mergers  between  PCGs  and  we 
envisage  practice  pharmacists  playing 
a  wider  role  in  medicines 
management,  prescribing  advice  and 
patient  counselling. 

"The  Government's  National  Plan 
for  the  NHS  is  the  best  news  for 
pharmacy  in  a  long  time  and  we  hope 
that  we  will  be  able  to  build  on  that 


What  could  be  better  than 
the  best  known  diarrhoea 

remedy? 


Imodium™  For  further  information  contact  the  PL  holder  (see  below)  Presentation:  Capsule  containing  loperamide  hydrochloride  2mg.  Indications: 
Symptomatic  treatment  of  acute  diarrhoea.  Contra-indications:  Hypersensitivity  to  any  component  of  the  product.  Price:  2  capsules  £1.00,6  capsule 
GSL  £3.15  8  capsules  £3.90,  12  capsules  £5.15,  18  capsules  £6.35.  Legal  category:  P  (8/12/18  capsules),  CSL  (2&6  capsules).  PL  no.:  0242/0028.  PL 
Holder:  Janssen-Cilag  Limited,  Saunderton,  High  Wycombe,  Bucks  HP14  4HJ. 
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Ghemex  2QQ 


Nutricia  launches 

two  new  VMS  ranges 

Nutricia  chose  Chemcx  2000  as  a 
pharmacy  launch-platform  for  two 
new  VMS  ranges. 

The  launch  of  Pokernon  children's 
vitamins  range  follows  Nutricia's 
acquisition  of  i  S  company  Recall 
Sundown 

Targeted  at  children  aged  4  to  14, 
the  Pokernon  vitamin  tablets  are 
designed  to  maximise  on  the  Pokernon 
craze  among  youngsters  in  the  UK. 

The  Pokernon  vitamin  range 
includes  three  different  varieties  of 
multivitamins  and  minerals,  designed 
to  meet  children's  specific  needs  - 
Complete. With  Iron  and  Extra  C. 

The  chewable  tablets  come  in  four 
fruit  flavours  and  are  shaped  and 
embossed  with  each  of  the  four 
Pokernon  characters.  Retail  price  is 
£5.99  for  a  tub  of  60  tablets  (two 
month's  supply). 

Eye-catching  PoS  material  includes  a 
mobile,  poster,  counter  display  units 
and  3D  floor  display  units. 

When  this  vitamin  range  was  intro- 
duced in  the  US  earlier  this  year  it 
became  market  leader  in  the  children's 
vitamin  sector  within  one  month. 

The  second  Pokernon  film  is  due  for 
release  in  December,  the  first  film  will 
be  released  on  video  before  Christmas 
and  three  new  trading-card  series  are 
planned  between  now  and  April  2001 

Nutricia  has  also  developed  its  own 
brand  of  VMS  products  at  its  research 
institute  in  Holland.  The  range  will 
have  a  pharmacy  focus  and  will  be 
launched  at  the  end  of  October. 

The  range  will  initially  comprise 
11  products  -  Multiman  Formula, 
Multiwoman  Formula,  Pre-Natal 
Formula,  Efanatal,  Efamol  PMP,  Bone 
Formula,  Multi  Fibre  Formula,  Efalex, 
Efalex  Liquid,  Iron  Formula  and 
Antioxidant  Formula.  Retail  prices 
range  from  £5.99  to  £16.99  for  60 
capsules. 


Looking  forward  to 
1iemex2001 


Chemex  is  the  place  to  do  business. 
That  message  was  brought  home  at 
Chemex  2000  as  delighted  exhibitors  - 
representing  more  than  200  compa- 
nies -  totted  up  their  orders. 

CBS  (ienios  Toiletries  Village  was  so 
pleased  with  the  response  during 
Chemex  '99  that  it  increased  its  stand 
size  by  50  per  cent  this  year.The  result: 
orders  worth  nearly  £2  million,  up 
almost  100  per  cent  on  last  year. 

Elsewhere  the  dominant  theme  was 
networking  and  exchanging  ideas.  For 
example,  the  National  Pharmaceutical 
Association's  popular  question  and 
answer  session,  chaired  by  director 
John  D'Arcy  and  Ben  Zatland,  NPA 
chairman,  and  Georgina  Craig,  head  of 
professional  development,  fielded 
queries  ranging  from  a  merger  with 
the  Pharmaceutical  Services  Nego- 
tiating Committee  to  the  Department 
of  Health's  failure  to  introduce  a 
replacement  for  Category  D. 

Pharmacy  visitors  will  have  even 
more  scope  to  communicate  when 
Chemex  2001  opens  on  September 
9-10  in  ExCel,  a  £250  million  state-of- 
the-art  exhibition  centre  in  London's 
Docklands.  Its  facilities  include  a  dedi- 
cated business  centre,  an  internet  sys- 
tem and  a  fully-equipped  TV  and  radio 
studio. 


NPA  director  John  D'Arcy  (right)  officially  opens  Chemex 
2000,  together  with  (left  to  right)  Patrick  Grice,  C&D  editor, 
Fergus  Wilson,  exhibition  director  and  Simon  Page, 
exhibition  manager 


When  ExCel  opens  for  business  in 
November  it  will  cover  155,000nv  and 
boast  90,000m2  of  exhibition  space 
and  conference  suites.  This  will  make- 
it  one  and  a  half  times  bigger  than  the 
Millennium  Dome  and  Britain's  single 
biggest  building  for  exhibitions. 


Not  surprisingly,  a  significant 
number  of  Chemex  2000  exhibitors 
have  already  booked  their  places 
there. 

We  can't  promise  you  a  space 
odyssey  next  year,  but  Chemex  2001 
will  be  an  experience  to  savour. 


Toiletries  Village  attracts  nearly  £2  million  of  business 


Business  was  brisk  in  the  popular  CBS 
Genios  Toiletries  Village  where  visitors 
were  quick  to  snap  up  a  host  of  special 
deals  offered  by  30  of  the  UK's  top  toi- 
letry companies. 
CBS  Genios  reported  that  the 


Pictured  left  to  right:  Pharmacists  Mr  and  Mrs  Jones,  from 
Jersey,  discuss  business  opportunities  with  Lynne  Henshaw 
and  David  Bebb,  from  Crookes  Healthcare,  in  the  Genios 

CBS  Toiletries  Village 


Toiletries  Village  was  exceptionally 
busy  with  business  up  almost  100  per 
cent  on  Chemex  '99.  The  company 
took  orders  worth  nearly  £2  million  in 
just  two  days. 

"Now  in  its  second  year,  the 
Toiletries  Village  concept  is  proving  to 
work  very  well  and  our  suppliers  are 
extremely  pleased  with  the  number  of 
orders  taken  at  the  exhibition,"  said 
Fiona  Gibbons,  CSB  Genios  sales  man- 
ager. 

CBS  Genios  is  an  independent 
wholesaler  supplying  pharmacists  in 
the  South-East  and  Midlands  but  the 
company  offered  delivery  of  Chemex 
orders  to  customers  from  as  far  afield 
as  Devon  and  Cornwall  to  Scotland. 

Visitors  to  the  Toiletries  Village  had 
the  chance  to  see  the  new  Dove  Body 
Moisturiser  which  will  be  launched  by 
Elida  Faberge  this  month. 

Also  on  display  were  special 
Christmas  packs  for  Impulse,  Lynx  and 
Physio  Sport. 

Seen  for  the  first  time  in  the  UK 
were   Oil   of  Olav   Dailv  Facials 


Cleansing  Cloths,  which  are  new  from 
Procter  &  Gamble.  This  product  is 
already  a  best-seller  in  the  US  where  it 
was  introduced  earlier  this  year. 

The  dual-textured  cloths  are 
designed  to  deep  cleanse  and  exfoliate 
to  improve  skin  condition.  The  tex- 
tured side  is  suitable  for  deep  cleaning 
and  the  smooth  side  is  for  delicate 
areas.  The  cloths  come  in  two  variants 
-  normal  to  oily  and  normal  to  dry  and 
retail  at£6.99  for  a  tub  of  30  (£5.99  for 
a  refill  pack  of  30). 

Other  new  products  in  theToiletries 
Village  which  attracted  interest  includ- 
ed Radox  Vitality  Body  Wash  (Sara  Lee) 
and  Grey  Chic  -  the  latest  hair  col- 
orant range  from  L'Oreal. 

Special  promotions  included  20  per 
cent  off  the  new-look  Morny  range  of 
soaps  and  talcs  plus  a  £10.00  wine 
voucher. 

The  Morny  range  now  features 
improved  fragrances  and  new  veg- 
etable based  soaps.  New  packaging 
includes  talcs  in  tins.  All  products  in 
the  Morny  range  retail  at  under  £5.00. 
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the  future  of  pharm 


Pictured  from  left  to  right:  Pharmacists  Margaret  Power, 
Hazel  Haywood  and  Gill  Billington,  who  are  all  partners  of 
Village  Pharmacy,  surf  PharmacyBargains'  newly  launched 
web  site  with  Philip  O'Reilly  and  Geoffrey  Millington  from 
PharmacyBargains 

Net  gains  on  the  way  for  pharmacies 


More  than  8,700  pharmacists  -  inde- 
pendents with  fewer  than  30  outlets  - 
will  soon  be  receiving  a  software  disc 
through  the  post.  This  will  give  them 
access  to  PharmacyBargains'  new  web 
site  -  www.pharmacybargains.com  - 
launched  at  Chemex  2000,  which  will 
enable  them  to  pinpoint  the  best 
generic  prices  and  parallel  import 
prices  in  the  UK.  Leslie  Morgan, 


PharmacyBargains'  managing  director, 
claimed  to  have  the  first  site  to  deal 
directly  with  manufacturers'  whole- 
salers. Nearly  15  have  been  signed  up, 
including  Norton  Healthcare,  Generics 
UK,  Dominion  Pharma,  Stephar  UK 
and  Pharmacia  &  Upjohn.  The  web 
site's  revenues  will  partly  stem  from 
advertising  and  "arrangements  with 
manufacturers". 


3/4  September  /  olympia  2  /  london 


Mawdsley  Group  gets  the  thumbs  up! 


Mawdsley  Group,  which  exhibited  at 
Chemex  for  the  first  time  this  year,  has 
reported  massive  interest  from  inde- 
pendent pharmacists. 

Robert  Harwood,  Mawdsleys'  com- 
mercial director,  said  the  reaction  from 
independent  pharmacists  and  inde- 
pendent groups  to  its  presence  at 
Chemex  was  very  positive. 

"We  have  taken  dozens  of  new  leads 
at  our  stand  and  many  people  have 
commented  that  they  do  not  feel 
comfortable  with  the  way  AAH 
Pharmaceuticals  and  UniChem  have 
got  the  wholesaling  sector  'tied  up'. 
They  all  welcome  the  presence  of  the 
major  independent  who  provides 
another  choice  in  the  sector,"  he  said. 

Over  the  past  year,  he  added, 
Mawdsleys'  had  expanded  to  provide  a 
wider  range  of  services.  It  recently 
acquired  EPoS  specialist  Positive 
Solutions,  and  has  formed  a  partner- 
ship with  generics  supplier  Doncaster 
Pharmaceuticals. 

Positive  Solutions,  appearing  on  the 


same  stand  as  Mawdsleys',  launched 
Analyst  EPoS  and  PMR  system,  which 
was  said  to  be  the  first  software  to 
integrate  both  areas.The  system,  retail- 
ing at  £3,900,  will  enable  pharmacy 
assistants  to  access  patient  informa- 
tion at  the  counter. 

PS  said  that  as  Analyst  had  already 
earned  a  reputation  as  a  pharmacy 
EPoS  system,  it  made  sense  to  expand 
its  capabilities. 

Lin  Davies,  PS'  sales  and  marketing 
director,  said  the  response  at  Chemex 
2000  was  overwhelming/  Hundreds  of 
pharmacists  expressed  a  real  interest  in 
the  solution  and  we  even  took  a  firm 
.order  for  the  combined  hardware  and 
software  product." 

Those  enquiring  about  Analyst  EPoS 
and  PMR  included  Moss  Pharmacy  and 
the  Irish  Pharmaceutical  Union, 
Ireland's  equivalent  of  the  National 
Pharmaceutical  Association. 

PS  expects  a  booming  order  book 
for  the  new  product  over  the  next  few 
weeks. 


Chewable  Tablets 
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Enterprise  House,  Station  Road,  Loudwater, 
High  Wycombe,  Buckinghamshire  HP10  9UF. 
Tel:  01494  450778 
www.imodium.co.uk 


Imodium™  Plus  For  further  information  contact  the  PL  holder  (see  below)  Presentation:  Chewable  tablet  containing  Loperamide  Hydrochloride  2mg 
and  Simethicone  equivalent  to  125mg  polydimethylsiloxane.  Indications;  Symptomatic  treatment  of  acute  diarrhoea  associated  with  gas  related  abdom- 
inal discomfort.  Contra-indications:  Hypersensitivity  to  any  component  of  the  product.  Price:  6  tablets  £3.45,12  tablets  £5.75  and  18  tablets  £7.95. 
Legal  category:  P.  PL  no.:  13249/0020.  PL  Holder:  Johnson  &  Johnson.MSD  Consumer  Pharmaceuticals,  Enterprise  House,  Station  Road,  Loudwater, 
High  Wycombe,  Bucks,  HP10  9UF. 


* 
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Chemex  2001 


UniChem  showcases  skincare 
category  management  scheme 


Interest  was  high  in  Roche  s 
launch  of  Supradyn 
Recharge  in  the  OTC  Village. 
Tim  Stanton  of  Roche 
explains  the  merits  of 
Roche's  new  'recharge' 
supplement  to  Roger  Obee 
of  Medpharm  Pharmacy  in 
Kent 


Lilia  Brylova  (left)  and 
Nadezhda  Zablotskaya  were 
among  four  Russian  private 
pharmacy  owners  who 
jetted  into  London  from  the 
Urals  region  of  Russia 
especially  to  see  the 
pharmacy  products  on  show 


A  good  time  was  had  by  all 
in  the  free  children's  creche 
with  face  painting,  a  clown 
and  a  magician  to  keep  kids 
entertained  while  their 
parents  made  the  most  of 
the  business  opportunities 


Visitors  to  UniChem 's  concept  phar- 
macy saw  an  example  of  its  trial 
category  management  merchandising 
scheme  for  skincare. 

The  products  displayed  ranged  from 
budget-priced  items  to  premium  facial 
creams. 

Each  skincare  section  carried  a  shelf 
marker,  such  as  Teenage'  and 
Medicated',  while  the  shelves'  edges 
featured  blue  strips  bearing  finger- 
print designs. 

UniChem  has  been  piloting  the 
scheme  for  around  two  months  in  1 5 
pharmacies  and  expects  the  trial  to 
run  for  another  month.  Peter  Skinner, 
UniChem's  marketing  controller,  said 
initial  signs  showed  that  customers 
appreciated  the  clearer  layouts. 

"In  a  normal  pharmacy  the  skincare 
products  are  often  grouped  together 
without  proper  signage,  and  this  can 
be  confusing  to  customers,"  he  said. 

When  the  scheme  is  rolled  out,  a 
team  of  merchandisers  will  visit  the 
pharmacies  involved  and  explain  the 
scheme  to  counter  assistants  to  ensure 
they  appreciate  the  logic  behind  the 
layouts. 

Pharmacists  will  pay  a  nominal  fee, 
subsidised  by  UniChem,  to  become 
involved  in  the  scheme. 

Mr  Skinner  said  the  success  of 
UniChem's  Baby  Come  Back  scheme, 
which  has  attracted  around  300  mem- 


bers and  increased  their  baby  product 
sales  by  25  per  cent,  had  highlighted 
the  merits  of  using  category  manage- 
ment.The  wholesaler  would  like  phar- 
macists to  apply  the  same  techniques 
throughout  their  outlets  -  its  next  step 
will  be  to  introduce  a  category  man- 
agement makeover  for  every  section 
of  a  pharmacy. 


Meanwhile,  its  concept  store  fea- 
tured a  selection  of  own  brands, 
including  vitamins  and  herbals.  which 
it  expects  to  sell  well  in  independent 
pharmacies:  leaflets  promoting 
Counter  Attack,  the  recently  launched 
scheme  that  allows  pharmacists  to 
order  splits  from  9.000  OTC  lines:  and 
a  Mediphase  section. 


Peter  Faux  of  Crescent  Installations  (left)  discusses 
pharmacy  design  with  Alan  Kurtz  of  Fishers  Chemists 


Numerous  visitors  steered  straight  for  the  CamRx  Buying  Group  to  enter  a  popular 
competition  offering  the  chance  to  win  a  superb  BMW  3161  Compact.  Left  to  right:  John 
D'Arcy,  NPA  director.  Patrick  Grice,  Fergus  Wilson  and  Simon  Page  of  United  Business 
Media,  admire  the  prestige  car 


the  future  of  pharmacy 

chem 
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Mniin  ...  will  it  be  Pikachu,  Charmander,  Poliwhirl  or 
Gengar?  Beverley  Collins  of  Nutricia  entices  Darshak  Raja 
and  Elsie  Stone  of  Crown  Pharmacy  to  try  one  of  Nutricia  s 
new  Pokemon  children's  vitamins 


David  Reissner,  a  leading  expert  in  pharmacy  law  from 
Charles  Russell  solicitors,  was  on  hand  to  talk  to 
pharmacists  about  legal  issues.  He  is  pictured  here  (second 
left)  with  Patrick  Grice,  C&D  editor  (left),  Claire  Dunn, 
assistant  solicitor  and  John  D'Arcy,  NPA  director  (right) 


Pharmacists  discover  some  of  the  benefits  offered  by  e- 
commerce  in  a  cyber  cafe  run  by  HealthXchange  -  one  of 
two  internet  cafes  on  hand  for  exhibition  visitors 


ANTAGE  pharmacy 


Refresh  can  improve  your  Pharmacy 
business  with... 


...Promotions 

regular  branded  promotions  with  leading  manufacturers 

Merchandising 

regular  visits  from  our  specially  trained  merchandisers 

Local  Marketing  Support 

to  increase  the  profile  of  your  pharmacy  using  different 
media  to  gel  right  to  the  heart  of  your  community 

Training  and  Development 

with  a  range  of  specially  developed  training  packages  for 
pharmacists  and  pharmacy  staff 

Community  Health  Services 

to  provide  your  community  with  new  health  services  to  increase 
your  healthcare  programme  and  bring 'm  new  income. 


Better  Communication  and 
Information 

with  Monthly  Management  reports  and  discounts.  Vantage  News, 
Monthly  broadsheets  and  Practise  leaflets 

Image 

that  communicates  high  standards,  quality  services  and 
confidence  from  the  community  in  your  pharmacy 

Internet  Systems 

AAH  POINT  uses  the  internet  to  bring  pharmacy  into  the  e-commerce 
age  and  is  designed  to  improve  services  and  reduce  costs. 


take 


OVNTA 


To  arrange  an  appointment  with  one  of  our  Vantage  Business  Development  Managers  and  for  a  free  information  pack  please  call 

02^.     ^6^^     2000     and  ask  for  the  Vantage  department.         Vantage  dept.  MH  Pharmaceuticals.  Sapphire  Court.  Walsgrave  Triangle.  Coventry.  CV2  2TX 
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DRUGGF 


Six  pharmacists  faced  the  challenge  to  be  a  pharmaceutical  mastermind,  in 
a  contest  sponsored  by  Genus  Pharmaceuticals  and  Chemist  &  Druggist 

eating  the  Challenge 


St  Ives  pharmacist  Tilly  Castle- 
narrowly  beat  David  Pomfrett 
fromWigan  to  the  title  of 
Chemcx  Challenge  Champion  2000. 
Both  scored  eight  correct  answers  to 
questions  based  on  C&D's  Pharmacy 
Update. 

Tilly  was  declared  winner  because 
she  attempted  to  answer  all  12  of  the 
questions  fired  at  her  in  her  three 
minutes  under  the  spotlight,  while- 
David  was  forced  to  'pass'  three  times 
on  his  13- 

The  questions  were  set  by  Derek 
Baton,  a  North  London  proprietor 
pharmacist,  pharmacy  lecturer  at 
King's  College  and  College  of 
Pharmacy  Practice  examiner.  He  vets 
most  of  the  CPP-accredited  features  in 
Pharmacy  Update. 

"I  was  extraordinarily  impressed  by 
the  depth  and  extent  of  the  finalists' 
knowledge,"  he  said.  He  had  devised 
six  sets  of  questions,  for  which  the 
contestants  drew  lots. 

The  question  master  was  Jeremy 
Clitherow,  Liverpool  LPC  secretary 
and  ex-proprietor  pharmacist,  who 
seemed  glad  not  be  in  the  hot  seat. 

"The  questions  were  incredibly 
difficult,"  he  said  afterwards."!  was 
amazed  at  the  calibre  of  the 
contestants." 


(1-r)  Genus  Pharmaceuticals'  Peter  Ballard,  winner  Tilly  Castle  and  C&D  editor  Patrick  Grice 


(1-r)  Jeremy  Clitherow,  Derek  Balon  and  John  Skelton, 
C&D'a  associate  publisher,  who  organised  the  event 


Tilly  Castle,  who  represented  the 
South-West,  sailed  through  questions 
on  heart-failure  symptoms,  porphyrias 
and  calcium  absorption.  When  asked 
"If  a  drug  causes  adverse  reactions  in 
1  in  10,000  patients,  how  many  would 
need  to  receive  the  drug  before  the 
effect  was  statistically  recognised? ". 
she  had  come  up  with  "30,000"  while 
most  of  the  audience  were  still 
interpreting  the  question. 

A  manager  of  Alan  Moore 
Chemists,  Carbis  Bay,  she  had  taken 
two  days'  holiday  to  revise  for  the 
Pharmacist  Challenge.  Her  husband 
Graham,  banished  from  the  room 
during  her  interrogation,  was  "not 
surprised  "she  had  won,  although  Tilly 


said  she  had  no  plans  on  how  to 
spend  the  £1.500  prize  money  as  "I 
never  expected  to  win.  In  fact  it  was 
my  husband  who  insisted  on  posting 
the  entry  form." 

Tilly  qualified  in  1973  and  had 
broad  experience  in  hospital 
pharmacy,  community  pharmacy 
management  and  locum  work  before 
taking  up  her  present  post  12  years 
ago.  Normally  she  would  have  spent 
Sunday  off-road  driving,  doing 
needlework  or  studying  maritime 
history- 
Northern  finalist  David  Pomfrett, 
w  ho  won  the  ±500  second  prize, 
found  his  nervousness  at  being  in  the 
chair'  got  worse  as  time  went  on. 
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Finalist  David  Pomfrett  (right),  who  ended  up  coming 
second,  alongside  Peter  Ballard 


"If  the  questions  had  lasted  five 
minutes  instead  of  three,  my  mind 
would  have  been  a  complete  blank, 
he  said. 

This  was  hardly  surprising,  when 
he  had  successfully  listed  "three 
organic  manifestations  of 
endometriosis  of  the  pelvic  region" 
and  answered  the  question:  "Why 
would  most  practising  pharmacists 
estimate  the  incidence  of  asthma  to 
be  higher  than  that  found  in  national 
surveys?"  (Answer:  Because  their 
customer-base  is  not  average. As  well 
as  seeing  ill  patients,  they  see  more 
adolescents  and  elderly  people  where 
there  is  peak  incidence.) 

Qualify  ing  in  1977,  David  was  a 
locum  and  had  various  managerial 
jobs  before  becoming  manager  of 


Whyte  Chemists,  Burnedge,  in 
December  1999. 

The  youngest  competitor.Anthony 
Renton,  carried  off  the  <£2S0  third 
prize  after  answering  seven  questions 
correctly.  Registered  as  a  pharmacist 
only  last  year,  he  does  locum  work  in 
London. 

Fourth  was  Jacqueline  Lee. 
representing  the  Midlands.  She 
qualified  in  1988  and  has  been 
manager  of  Hingley's  Chemist, 
Birmingham,  for  nine  years. A  tap 
dancer  in  her  spare  time,  she  found 
herself  experiencing  "  soaring 
adrenaline  levels"  on  the  mastermind 
stage. 

"When  you're  sitting  up  there 
you're  so  nervous  that  you're  only  half 
listening  to  the  questions.  It's  so 


Tilly  Castle  is  seated  proudly  with  her  winning  trophy.  (1-r) 
Patrick  Grice,  C&D's  editor;  Jeremy  Clitherow,  Liverpool 
LPC  secretary  and  question-master;  Robert  Thomson, 
finalist;  David  Pomfrett,  finalist;  Derek  Balon,  pharmacy 
lecturer  at  King's  College  and  College  of  Pharmacy  Practice 
examiner;  Anthony  Renton,  finalist;  Jacqueline  Lee,  finalist; 
Angela  Burton,  finalist;  and  Peter  Ballard,  Genus 
Pharmaceuticals'  sales  and  marketing  director 


Finalist  Anthony  Renton,  who  came  third,  proudly  displays 
his  pharmacy  jar 


different  in  your  job  where  you  have 
time  to  think  or  maybe  look  up 
something  you  don't  know,  she  said 

First  in  the  chair  was  Robert 
Thomson,  from  Musselburgh,  near 
Fdinhurgh,  who  came  fifth.  Qualifying 
in  1997,  he  spent  a  couple  of  years  as  a 
pharmacy  manager,  but  now  works  as 
a  locum,  mostly  in  hospital  pharmacy. 
He  nobly  faced  the  Pharmacist 
Challenge  with  a  broken  arm,  which 
did  not  seem  to  affect  his  ability  to 
carry  off  one  of  the  pharmacy  jars 
presented  to  all  the  finalists. 

Following  closely  in  sixth  place 
was  Angela  Burton,  who  has  been 
manager  of  l.loy  dspharmacy,  Cosham, 
Portsmouth,  for  a  year.  After  qualifying 
in  1980  she  worked  as  a  locum 

The  finalists  were  selected  from 
pharmacists  answering  20  questions 
published  as  a  supplement  in  C&D. 
Welcoming  the  contestants,  Peter 
Ballard.  Genus  Pharmaceuticals  sales 
and  marketing  director,  said  he  had 
been  "astounded"  at  the  interest  from 
pharmacists  who  "took  the  time  and 
trouble  to  fill  in  the  forms  after  a  hard 
day  dispensing  prescriptions".  He 
added  that  it  was  exciting  to  be  part 
of  a  company  committed  to  pharmacy 
education,  which  included  supporting 
C&D's  Pharmacy  Update. 

Thanking  the  company,  C&D  editor 
Patrick  Grice  said  the  aim  of  the 
contest  had  been  to  emphasise  the 
importance  of  continuing 
professional  development  in 
pharmacists'  lives  today. 

"It's  not  something  we  can  afford 
to  ignore  any  more,"  he  said. 


Finalist  Jacqueline  Lee,  who 
came  fourth 


Finalist  Robert  Thomson, 
who  came  fifth,  endured  the 
event  with  a  broken  arm 


Finalist  Angela  Burton  came  a  close  sixth  in  the  gruelling 
challenge  amid  stiff  competition 
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Advertisement  feature 


Partners  for  Success 

All  you  need  to  know  about  Pharmacy  Partners 

The  Pharmacy  Partners  service  was  officially  launched  in  July  2000  having  been  in  pilot 
operation  since  March  2000.  Since  the  launch  Pharmacy  Partners  has  received  hundreds  of  calls 
from  pharmacists  and  these  are  some  of  the  questions  they  have  been  asking 


What  is  Pharmacy  Partners 

Pic? 

Pharmacy  Partners  is  an  independent 
business  that  enjoys  major 
institutional  backing. 

What  is  the  Pharmacy 
Partners  service? 

Pharmacy  Partners  releases 
pharmacist's  cash  caught  up  in  the 
NHS  payment  cycle  on  a  daily  basis. 
Pharmacists  will  no  longer  have  to 
bear  the  cost  of  continuously  being 
owed  money  by  the  NHS.  Now  they 
have  the  opportunity  to  put  their 
money  to  effective  use  and  invest 
their  money  in  their  business. 

How  does  the  service 
work? 

Pharmacy  Partners  uses  proven 
credit  card  technology  to  send  the 
data  each  day.  It  is  not  a  loan,  is  non- 
intrusive,  is  not  tied  to  any  third  party 
and  provides  greater  flexibility. 

MALCOLM  FAIRBROTHER, 
JANSSENS  PHARMACY: 
"Pharmacy  Partners  has  certainly 
met  my  expectations.  The 
Pharmacy  Partners  service  has 
allowed  me  to  develop  a  sensible 
and  attainable  business  plan.  This 
is  no  pie  in  the  sky  job.  I  am  now 
in  a  position  where  I  can  plan, 
develop  and  know  where  I  am" 


The  pharmacist  will  receive  a  report 
each  night  on  the  value  of  his  NHS 
dispensing  that  day  and  payment  of 
those  funds  within  48  hours.  This  will 
give  the  pharmacist  cash-flow  certainty 
and  valuable  analysis  of  ongoing  NHS 
dispensing  trends.  Pharmacy  Partners 
also  makes  an  initial  payment  covering 
the  previous  52  days'  dispensing  when 
a  pharmacy  signs  up  for  the  service. 
The  service  runs  in  parallel  with  the 
existing  NHS  payment  cycle. 

How  is  Pharmacy  Partners 
different  to  existing 
services  on  the  market? 

Pharmacy  Partners  provides  a  flexible 
financial  product  assisting 
community  pharmacists  towards 
long-term  prosperity  without  long- 
term  commitment. 


There  are  no  repayment 
requirements,  minimum/maximum 
term,  reporting  requirements, 
minimum-purchase  requirements, 
obligations  to  third  parties, 
termination  penalties,  eligibility 
criteria  or  specific  purpose  for  the 
money. 

What  does  the  Pharmacy 
Partners  service  do? 

Pharmacy  Partners  gives  the 
pharmacists  permanent  cash  to  invest 
in  their  business  and  increase  their 
profitability  (eg  improved  buying, 
merchandising,  premises,  adding 
clinical  services)  .  In  addition  the 
cash  released  increases  in  step  with 
the  growth  of  the  pharmacist's 
business. 

How  much  does  it  cost? 

Pharmacy  Partners  has  found  that 
the  service  to  add  value  to  a 
pharmacist's  business.  The  cost, 
typically  2  per  cent,  can  usually  be 
offset  against  profits  as  a  deductible 
expense. 

Dr  Ghalamkari,  one  of  the  early 
adopters  of  the  service,  says:  "The  2 
per  cent  fee  I  pay  is  more  than 
covered  by  the  increase  in  working 
capital  I  now  have  -  so  it  actually 
pays  for  itself." 


Dr  HOOMAN  GHALAMKARI, 
DINES  GREEN  PHARMACY: 
"In  terms  of  cash  flow  Pharmacy 
Partners  has  helped,  really 
helped,  me.  It's  amazing  how 
much  you  can  do  with  the 
released  cash" 


Who  should  use  the 

service? 

The  service  has  wide  appeal  for  any 
pharmacists  who  wish  to  improve 
profitability,  growth,  and  have  more 
control  and  freedom  over  the 
development  of  their  business.  The 
cash  can  be  used,  for  example  for: 

•  refitting  pharmacy 

•  taking  full  advantage  of  short-line 
promotional  opportunities 

•  paying  suppliers  more  quickly  to 
earn  settlement  discounts 

•  paying  off  expensive  debts 

•  buying  complementary  businesses 

•  developing  additional  clinical 
services 

•  developing  new  retail  initiatives  or 
new  pharmacies 

•  reducing  dependence  on 
traditional  sources 

•  eliminating  restrictions  on 
borrowing 

•  freedom  from  personal  guarantees, 
avoiding  onerous  commitments 


ANNE  WIDDOWSON, 
WIDDOWSON  CHEMISTS: 
"I've  been  able  to  invest  for  the 
future  on  a  regular  basis  and 
managed  to  avoid  being 
overdrawn.  I  wish  Pharmacy 
Partners  had  existed  5  years  ago 
when  I  had  a  shop  refit.  I  would 
have  been  able  to  purchase  the 
shop  fittings  outright  and  saved 
on  the  interest  charges" 


What  happens  if  the 
pharmacist  wants  to 
withdraw  from  the  service? 

Pharmacists  can  withdraw  from  the 
service  at  any  time  -  30  days  is  the 
required  notice  period.  In  fact  if 
during  the  first  45  days  the 
pharmacist  wants  to  withdraw,  he  can 
do  so  and  all  fees  will  be  reimbursed. 
The  pharmacist  is  reinstated  in  to  the 
original  scheme  and  now  awaits 
payment  from  the  NHS,  as  the 
pharmacist  has  been  paid  in  advance 
by  Pharmacy  Partners.  Withdrawing 
from  the  service  is  entirely  the 
decision  of  the  pharmacist  and  is 
planned  accordingly. 

ANDREW  BOYLE,  SHELF 
PHARMACY: 

"Pharmacy  Partners  has  made  a 
huge  difference  to  my  cash  flow.  I 
no  longer  have  to  worry  about 
trying  to  work  out  how  much 
money  is  passing  through  the 
business.  Pharmacy  Partners  has 
taken  the  guesswork  out  of  the 
payment  process.  I  also  receive 
monthly  business  analysis 
reports,  which  have  made  life 
much  easier" 


How  do  I  contact  Pharmacy 
Partners? 

For  information  please  contact  Jeremy 
Tozer  BPharm  (Hons)  MRPharmS  or 
the  Client  Services  Consultants  on 
Freephone:  0808  144  5554. 


pharmacy 


PSNC  expects  Tariff  reference 
prices  for  generics  to  fall 


The  Pharmaceutical  Services  Nego- 
tiating Committee  (PSNC)  is  expecting 
the  Tariff  maximum  prices  for  generics 
to  be  reduced  soon  towards  the  real 
prices  offered  by  some  manufacturers, 
thus  narrowing  the  discounts. 

The  PSNC  finance  executive,  Mr 
Godfrey  Horridge,  said  that  the  manu- 
facturers had  been  set  a  test  in  terms 
of  voluntarily  reducing  the  prices  for 
products  in  the  appendix  1)  list,  which 
include  Ranitidine,  Knalapril  and 
Fluoxetine,  without  the  need  for  the 
department  to  force  their  hands. 

Speaking  at  a  forum  during  last 
weekend's  Chemex  exhibition,  Mr 
Horridge  said  that  in  the  case  of 
Ranitidine,  the  DoH  had  hinted  that  it 
wanted  to  see  its  price  reduced  to 
±7.35  from  the  present  £18. 

Mr  Horridge  admitted  that  some  of 
the  prices  the  department  had  come 
up  with  had  been  "stupid  and  impossi- 
ble to  manufacture  at",  but  he  also 
pointed  out  that  the  DoH  had  signifi- 
cantly increased  1 50  prices  after  con- 
sultation 

He  added  that  the  department  has 
been  assured  by  three  major  generics 
manufacturers  and  the  British 
Generics  Manufacturers  Association 
(BGMA)  that  the  maximum  prices 
would  not  prevent  the  production  of 
the  full  range  of  products. 

The  PSNC's  finance  executive  said 
that  an  alternative  arrangement  for 
Category  D  was  still  being  worked  out 
with  the  department.  PSNC  had  sug- 


gested a  monthly  list  of  generics  that 
were  in  short  supply  to  the  DoH,  but 
had  not  received  their  approval  for  the 
19  products  on  this  month's  list 

He  also  said  that  as  part  of  a  deal 
contractors  would  most  likely  be  sub- 


Godfrey  Horridge:  industry 
had  been  set  a  test' 


jected  to  stricter  endorsement  rules  for 
ex  Category  D  listed  products.  For 
instance,  pharmacists  would  only  be 
allowed  to  endorse  if  they  had  gone  to 
all  reasonable  lengths  to  obtain  a  prod- 
uct at  or  below  the  maximum  generics 
price. 

To  clarify'  what  this  might  mean  in 
practical  terms,  Mr  Horridge  said:  "1 
would  assume  that  if  pharmacists  have 
an  equalisation  deal  to  get  propri- 
etaries at  the  generics  price  they 
should  probably  not  endorse." 


He  added  that  the  Prescription 
Pricing  Authority  (PPA)  would  audit 
endorsements  and  that  these  would 
include  checking  that  the  product 
endorsed  is  the  product  supplied 

Mr  Horridge  felt  confident  that  con- 
tractors had  been  able  to  dear  most  of 
their  generics  stock  before  the  transi- 
tional period  of  one  month  came  to  an 
end  at  the  end  of  August. The  new  max- 
imum prices  will  be  listed  in  the 
October  Drug  Tariff 

He  had  little  news  about  a  settle- 
ment for  contractors  in  England  and 
Wales  except  to  say  that  PSNC  will  dis- 
cuss the  matter  on  September  20.  He 
did,  however,  emphasise  the  impor- 
tance of  Point  of  Dispensing  (PoD) 
checks,  pointing  out  that  contractors 
were  being  paid  for  the  service  and 
should  carry  them  out. 

Moving  on  to  discounts,  Mr 
Horridge  said  that  the  £65.6  billion 
contractors  had  owed  to  the  NHS  had 
now  been  cleared  and  that  figures  at 
the  end  of  March  showed  that  £3. 5m 
were  due  to  pharmacists.Although  the 
results  of  the  current  discount  inquiry 
were  not  expected  until  February  next 
year,  he  felt  confident  that  the  PSNC 
target  of  11.01  per  cent  would  be  met. 

With  regard  to  the  container 
allowance,  PSNC  are  expecting  the 
results  in  about  a  month's  time,  Mr 
Horridge  predicted  that  the  sum 
would  most  certainly  be  lower  than 
the  6.6  pence  paid  last  year  with  a  fur- 
ther reduction  later  in  the  year. 


-  Business  nev^i 

Andrew  Hunt  to 
play  major  role  at 
Warner  Lambert 

Andrew  Hunt  has  been  appointed  as 
Warner  Lambert  regional  vice-presi- 
dent for  North  Europe.  Mr  Hunt  will 
assume  a  dual  role  within  the  new 
Warner-Lambert  Consumer  Healthcare, 
part  of  Pfizer  Inc,and  will  also  act  as  the 
country  manager  for  the  UK. 

Other  appointments  include  David 
O'Sullivan  as  marketing  director,  Rob 
Yateman  as  sales  director,  Phil  Talbot  as 
N.  Europe  financial  controller  (Jilt  Bull 
becomes  director  of  customer  support 
They  will  report  directly  to  Mr  Hunt 

Graham  Ford  will  take  charge  of 
pharmacy  wholesalers  and  indepen- 
dents as  business  sector  manager,  and 
Stuart  Mcintosh  has  been  appointed  as 
business  sector  manager  Boots 

Mr  Hunt's  counterpart  in  southern 
Europe  will  be  Alain  Mathieu;  both 
men  will  report  to  Rick  Rizzo,  who  is 
now  senior  vice-president  Europe. 


Andrew  Hunt,  new  vice- 
president  for  North  Europe 


Positive  Solutions  integrates  PMR  and  EPoS  systems 


EPoS  supplier  Positive  Solutions  has 
launched  a  combined  dispensary  and 
EPoS  system,  believed  to  be  the  first 
integrated  EPoS/PMR  system  for  the 
pharmacy  sector. 


Based  on  a  touch-screen  system,  the 
technology  allows  the  dispensing 
process  to  start  as  soon  as  the  pre- 
scription is  received.  A  pharmacist  can 
check  the  prescription  details,  inspect 


BPSA  agrees  to  link-up  with  Pharmalife 


The  British  Pharmaceutical  Student 
Association  (BPSA)  has  entered  into  an 
agreement  with  Pharmalife.  the  online 
information  and  procurement  service, 
it  emerged  at  Chemex  2000. 

After  trying  to  design  its  own  web 
site  for  some  time,  BPSA  has  now 
asked  Pharmalife  for  help  with  devel- 
oping a  primary  channel  of  communi- 
cation between  itself  and  the  member- 
ship across  the  1 5  schools  of  pharma- 
cy. Pharmalife  will  provide  a  new  BPSA 
mini  portal,  which  is  accessible  on 
winr.bpsa.com,  with  news  and  infor- 
mation services  as  well  as  co-develop- 
ing further  contents  and  applications 
with  the  BPSA. 


"We  have  long  been  interested  in 
upgrading  our  services  to  our  members. 
One  of  the  things  all  students  have  is 
access  to  the  internet  via  their  universi- 
ty," said  Noel  Wicks.  BPSA  president. 

Mr  Wicks  said  that  control  over  the 
content  was  firmly  in  the  BPSA's  hand 
and  that  Pharmalife  was  simply  look- 
ing after  the  technical  side. 

It  is  hoped  that  the  alliance  with 
Pharmalife  will  enable  members  to 
keep  more  in  touch  with  what  the  stu- 
dent organisation  is  doing. 

The  BPSA  is  not  paying  Pharmalife 
for  its  services,  but  Noel  Wicks  says 
that  the  Pharmalife  logo  will  appear  on 
the  web  site. 


patient  records,  generate  labels  and 
check  stock-availability  while  at  the 
front  counter 

The  real-time  responsiveness  of  the 
touch-screen  system  allows  the  same 
terminal  to  act  as  an  EPoS  system  using 
a  bar-code  scanner.  The  system  alerts 
the  user  if  a  prescription  levy  needs  to 
be  collected  and  the  system  endorses 
prescriptions  once  dispensed. 

The  database  is  held  on  the  system 
at  the  pharmacy,  rather  than  at  a 
remote  server.  A  head  office  version  is 
available  for  groups.  Positive  Solutions 
will  provide  training  for  the  total  sys- 
tem, which  may  take  up  to  two  and 
half  days  spread  over  the  first  couple 
of  weeks  of  installation.  Starting  prices 
for  the  combined  system  are  about 
£3,900. 

The  new  EPoS/PMR  system  was 
unveiled  at  Chemex  last  weekend. 
Positive  Solutions'  sales  and  marketing 
director  Lin  Davies  said:  The  response 
we  had  at  Chemex  was  absolutelv 


overwhelming.  We  even  took  a  firm 
order  for  the  combined  hardware  and 
software  product." 

Positive  Solutions  was  acquired 
recently  by  the  independent  whole- 
saler Mawdsleys  (C&D  August  26, 
p38).The  integrated  EpoS/PMR  system 
was  the  first  to  be  launched  by  Positive- 
Solutions  since  the  acquisition. 
•  Mawdsleys,  which  exhibited  at 
Chemex  for  the  first  time,  reported 
that  independent  pharmacists  appear 
to  have  grown  increasingly  concerned 
about  the  lack  of  choice  in  the  whole- 
saling sector.  Robin  Harwood,  com- 
mercial director,  said:  "We  have  taken 
dozens  of  new  leads  at  our  stand  and 
many  people  have  commented  that 
they  do  not  feel  comfortable  with  the 
way  that  AAH  and  UruChem  have  got 
the  wholesaling  sector  'tied  up 

He  said  independents  welcomed 
the  presence  of  the  major  indepen- 
dent which  provided  another  choice 
in  the  sector. 
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SB  sells  three  lines  to 
satisfy  merger  concerns 


Business  ii6\ysA 


IN  BRIEF 


C&D  Directory  2001 

Pharmacist  are  being  given  the 
chance  to  reserve  a  copy  of  the 
Chemist  and  Druggist  Directory 
2001  by  calling  Jcne  or  Jill  on 
01732  37752 '<  or  e-mailing 
orders@unitedb'jsmessmedia.com. 
The  Directory  has  been  providing 
pharmacists  with  accurate  and  rele- 
vant information  for  133  years. 

Highest  Numark  rebate  ever 
Numcrk  has  reported  a  92  per  cent 
rise  in  the  rebate  payable  to  share- 
holders for  the  first  half  year.  The 
pay-out  to  1,390  pharmacist 
amounted  to  £3. 3m. 

Axis-Shield  divests  division 
Axis-Shield  pic  has  reached  an 
agreement  with  Alexon  Trend  Inc  (a 
subsidiary  of  Sybron)  to  sell  the 
company's  TTP  division  for  £1.6m. 
The  division,  which  is  involved  in  thy- 
roid and  coagulant  products,  con- 
tributed nearly  Elm  to  Axis-Shields 
turnover  in  the  last  financial  year. 
Axis-Shield  said  the  sale  would  allow 
the  company  to  focus  on  the  com- 
mercialisation of  its  new  technolo- 
gies and  enable  it  to  fund  new  point 
of  care  and  laboratory  diagnostics. 

Aventis  income  up  6lpc 

Aventis,  the  company  formed  by  the 
merger  of  Rhone-Poulenc  Rorer  and 
Hoechst  Marion  Roussel,  saw  its  net 
income  rise  by  61.3  per  cent  to  £395 
million  in  the  first  six  months  of  the 
year. 

Howevcr.the  company  had  excep- 
tional charges  of  £308.7  million  in  the 
same  period. 

Its  ethical  sales  rose  15.3  percent  to 
±4.2  billion  -  they  were  up  34  per  cent 
in  the  US.  During  the  first  half, Aventis 
Pharma  (the  prescription  drugs  divi- 
sion) received  approvals  in  the  El'  and 
the  US  for  two  new  products,  Lantus,  a 
biosynthetic  insulin  for  Type  I  and  II 
diabetes,  and  Actonel,  for  the  treat- 
ment of  osteoporosis. 

Aventis  Pharma  said  its  main  prod- 
uct growth  areas  were  the  anti-allergy 
drug  Allegra/Telfast  (fexofenadine), 
whose  interim  sales  were  worth  £328 
million;  Taxotere  (docetaxel)  for  the 
treatment  of  metastatic  breast  cancer, 
with  sales  of  £194  million;  and 
Lovenox  (enoxaparin  sodium),  an  anti- 
thrombolytic  drug,  with  sales  of 
£277.5  million. 


COMING  EVENTS 


SEPTEMBER  12 

Moray  and  Banff  Branch,  RPSGB,  at  RAF 
Lossiemouth,  7pm.  Ten  Pin  Bowling, 
the  annual  pharmacy  versus  industry 
challenge  followed  by  meal  in  Elgin. 


SmithKline  Beecham  (SB)  has  sold 
three  products  to  other  pharmaceuti- 
cal companies  to  satisfy  the  European 
Union's  competition  concerns  about 
its  merger  with  Glaxo  Wellcome. 

SB  has  sold  Kytril  (granisetron 
hydrochloride),  its  anti-emetic  drug  for 
chemotherapy,  radiotherapy  and  post- 
operative associated  nausea  and  vomit- 
ing, to  Roche  for  $1.23  billion  in  cash. 

In  a  separate  agreement,  SB  has  sold 
global  rights  to  the  antivirals  Famvir 
and  Vectavir/Denavir  to  Novartis  for 
$1.63  billion  in  cash.  The  three  prod- 
ucts had  recorded  combined  sales  of 
$500m  (£383m). 

SB  has  also  agreed  to  pay  Roche 


Australian  company  Australian  All 
Natural  Pry  (AAN)  is  about  to  bring  tra- 
ditional aboriginal  preparations  to  UK 
consumers,  after  introducing  its  Back 
to  nature'  product  range  for  mothers 
and  babies  for  the  first  time  at  Chemcx. 

The  shampoos,  cremes  and  mois- 
turisers  are  all  based  on  a  specially-pre- 
pared extract  of  Centipeda  cunning- 
hamii  (old  man's  weed)  and  the  com- 
pany said  they  had  been  proved  to 
treat  skin  conditions  such  as  eczema 
and  psoriasis. 

The  rights  to  the  formula  were 
signed  over  to  AAN  by  representatives 
of  the  Australian  Aboriginal  communi- 
ty and  sales  down  under  have  reached 
A$  5m  in  the  first  year. 


Birmingham  LPC  and  one  of  the  city's 
PCGs  (Northfield  10)  are  among  the 
first  to  use  a  free  web  page  service 
offered  by  HealthNet.co.uk. 

The  web  pages  can  be  designed  by 
any  authorised  member  of  the  group 
by  using  the  web  page  wizard  at 
www.healthnet.co.uk.  Apart  from  list- 
ing all  member  details,  the  web  page 
also  provides  contacts  at  the  Health 
Authority  and,  in  the  case  of  LPC  web 
sites,  the  relevant  PCGs. 

Information  of  forthcoming  events 
and  current  issues  can  be  put  into  a 
special  announcements  section  at  the 
bottom  of  the  web  page. 

The  web  page  is  under  total  control 
of  the  LPC  or  PCG  but  HealthNet 
retains  control  of  the  currently  blank 
left  side. 

"Pharmacists  are  such  a  lonely 
bunch,  they  just  do  not  communicate 
with  each  other  ",  says  Pankaj  Sodha, 
corporate  development  officer  for 
HealthNet." 

"They've  achieved  little  by  not  com- 


$400  million  in  cash  for  exclusive 
rights  in  the  US  and  Canada,  for  Coreg 
(carvedilol).  a  medicine  for  congestive 
heart  failure. 

SB  will  continue  to  manufacture 
Kytril  for  Roche  for  a  transition  period 
of  up  to  three  years  .  and  the  two 
antivirals  for  the  same  period  for 
Novartis. 

The  proposed  merger  between  SB 
and  Glaxo  Wellcome  is  due  to  be  com- 
pleted on  September  25 
•  In  a  separate  move,  Glaxo  Wellcome 
has  sold  the  UK  and  Ireland  rights  to 
three  of  its  products  (Diconal, 
Cyclimorph  and  Valoid)  to  CeNes 
Pharmaceuticals  for£l()m. 


"This  is  a  pure  product  which  has 
proven  therapeutic  properties,  and  is 
absolutely  chemical-free  and  Hallal- 
approved,"  said  Bernhard  Collins, 
export  consultant  for  AAN. 

The  products  will  be  marketed  to 
wholesalers  and  retail  pharmacists  by 
Cambridgeshire-based  Quatre  Geais 
Australian  Marketing.  Managing  direc- 
tor Michael  McCarthy  said  that,  in  the 
UK,  interest  had  been  phenomenal 
and  he  was  hoping  to  get  the  products 
into  shops  within  the  next  few 
months.  The  company  is  already  talk- 
ing to  major  wholesalers. 

Other  product  ranges  coming  over 
from  Australia  are  the  FEONS  range  of 
perfumes,  Aromababy.  a  range  of  plant- 


municating  and  I  expect  even'  PCG  in 
Birmingham  to  have  a  web  page  by  the 
end  of  the  month." 

The  next  step  in  the  HealthNet  saga 
is  to  form  one  of  the  largest  online  buy- 
ing groups.  Anup  Sodha,  HealthNet's 
product  development  officer  and 
owner  of  Lexon  wholesalers,  said  the 
company  had  already  reached  an  agree- 
ment with  one  of  the  three  major 
wholesalers  with  regard  to  special 
deals. 

More  than  300  pharmacists  have 
registered  since  the  service  was 
launched  in  April  and  the  site  records 
300.000  page  impressions  every 
month. 

The  HealthNet  site  also  offers  direct 
links  to  health-related  sites  such  as  the 
NPA,  MCA,  RPSGB  and  others. 

Other  pharmacy  sen-ices  HealthNet 
provides  include:  forums;  rep  finder 
for  a  particular  product;  job  finder;  the 
surplus  stock  trading  place.  The 
stockmarkeT  and  a  healthcare  specific 
search  engine. 


Medihealth  goes  on-line 

Medihealth.  a  specialist  healthcare  dis- 
tributor to  independent  pharmacies, 
has  launched  a  web  site. 

www.medihealtb.co.uk  will  offer 
pharmacists  information  on  a  range  of 
products  and  will  allow  registered 
users  to  place  secure  orders. 

There  will  also  be  exclusive  on-line 
offers  and  an  opportunity  to  view  the 
latest  product  launches. 

Medihealth  has  four  distribution 
depots  operating  twice-daily  deliveries 
to  selected  areas  and  a  next-morning 
delivery  senice  to  the  rest  of  the  UK. 

Address  for  Avid  Brands 

The  address  for  Avid  Brands  as  sup- 
plied to  the  Chemex  catalogue  was 
incorrect  and  should  read:  Avid 
Brands,  c/o  Foundation  Enterprise  Ltd. 
Empire  House.  1  "5  Piccadilly  House. 
Mayfair.London.\\TV9DB. 


based  aromatherapy  products  and 
Aloe  Vera  juices.  According  to  Mr 
McCarthy  the  Aromababy  range  is 
often  used  in  premature  baby  units 
and  h\  Bah\  >  Bn  m  ikh  n  -  Bet  kham 

The  Aloe  Vera  juice  range  offers  four 
different  varieties  of  therapeutic  fruit- 
flavoured  drinks,  each  with  a  specific 
therapeutic  property,  such  as  inflamed 
joints  (celery  seed),  digestive  aid 
(chamomile),  laxative  (liquorice)  and 
for  urinary  tract  infections  (cranberry). 

As  McCarthy's  company  deals  with 
products  from  Australia,  it  is  inevitable 
that  it  includes  sun-protection  in  its 
range.  Sunseek  comes  in  four  different 
scents  -  coconut,  chocolate,  banana 
and  strawberry 

Lloydspharmacy 
web  site  launched 

Lloydspharmacy  has  launched  its  own 
web  site  for  healthcare  professionals 
and  consumers  at  www.lloycisphar- 
mcicy.com 

It  combines  factual  pages  about  the 
chain's  in-store  product  range  with 
healthcare  news  and  information  on 
new  products  and  in-store  promo- 
tions. 

It  also  has  links  to  the  resources  of 
other  primary  healthcare  providers  in 
the  community.  Customers  will  be  able 
to  find  out  where  their  local  care 
homes,  doctors,  dentists  and  hospitals 
are,  and  there  is  also  information  on 
waiting  times  for  hospitals  in  the 
selected  area. 

The  site  provides  details  of  cus- 
tomers' nearest  branch  of 
Lloydspharmacy  and  advice  on  season- 
al health  problems.  There  is  also  a 
hyper-link  to  the  company's  own 
recruitment  web  site  with  vacancies 
for  pre-registration  and  fully-qualified 
pharmacists. 


Oz  company  brings  traditional  aboriginal  formula  to  UK 


LPC  and  PCG  log  on  to  free  web  pages 
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Sales  growth  cools  after 
early  summer  boom 


Pharmacists  benefited  from  strong 
consumer  spending  in  late  spring  and 
early  summer,  but  surveys  indicate 
that  growth  slowed  sharply  in  July. 

Officials  figures  show  that  during 
June,  the  value  of  sales  by 
pharmaceutical,  cosmetic  and  toiletry 
retailers  increased  at  the  equivalent  of 
an  annual  rate  of  3-5  per  cent. 

However,  turnover  in  May  had 
increased  by  5.5  per  cent  compared 
with  the  same  month  a  year  ago 

Cosmetics  continued  to  sell  well  in 
July,  according  to  the  British  Retail 
Consortium  (BRO.but  the  weather 
hit  sales  of  suncare  and  photographic 
products,  and  demand  for  allergy 
treatments  and  tissues  did  not  rise. 

This  contrasts  with  June,  when  BRC 
reported  strong  sales  growth  for 
cough,  cold  and  allergy  treatments, 
suntan  lotions  and  single-use  cameras. 

Surveys  by  the  Confederation  of 
British  Industry  (CBI)  show  that  sales 
by  chemists  were  strong  in  May  and 
June.The  July  survey  shows  a  dip;  34 
per  cent  of  respondents  reported 
lower  sales  levels  than  in  July  last  year. 


fuelled  by  rising  employment, 
strong  increases  in  real  incomes  and 
relatively  low  interest  rates, 
household  spending  rose  at  an  annual 
rate  of  3.7  per  cent  in  the  second 
quarter  of  this  year. 

The  consensus  among  economy 
watchers  is  that  stable  growth  and 
low  inflation  will  continue  for  the 
foreseeable  future  But,  with  the 
housing  market  coming  off  the  boil, 
there  is  likely  to  be  a  more  marked 
slowdown  in  sales  volume  growth 
later  this  year  and  into  2001 . 

The  CBI  expects  that  annual 
household  spending  increases  will 
slow  from  a  projected  3-7  per  cent 
this  year,  to  2.6  per  cent  in  2001 . 
Barclays,  however,  forecasts  that 
consumer  expenditure  growth  will 
halve  to  an  annual  rate  of  1 .8  per  cent 
in  the  next  two  years. 

Certainly  there  is  evidence  that 
consumer  confidence  is  on  the 
decline.  According  to  new  figures 
from  analysts  Business  Strategies,  the 
feel-good  factor  fell  across  most  of  the 
UK  in  the  second  quarter,  with 


RETAIL  PRICES 


households  in  most  regions  feeling 
worse  off  than  they  were  a  year  ago. 

The  CBI  believes  that  the  headline 
rate  of  retail  price  inflation  will  rise 
from  an  expected  1.5  percent  in  the 
fourth  quarter  of  1999,  to  3.2  per  cent 
by  the  end  of  this  year,  falling  to  2.4 
per  cent  in  200 1  The  measure  of 
inflation  used  by  the  Government, 
which  excludes  mortgage  interest,  is 
predicted  to  stay  below  the  target 
level  throughout  the  forecast  period. 


The  price  of  chemists' goods 
measured  by  official  statisticians  was 
2  percent  lower  in  July  than  a  year 
ago.  while  retail  prices  overall 
climbed  by  3  3  per  cent  The  factor) 
gate  cost  of  pharmaceutical  products 
was  1.6  per  cent  lower  than  in  July 
1999,  but  perfumes  and  toiletries 
were  1  .8  per  cent  more  expensive 

Meanwhile,  British  manufacturers 
of  chemists' goods  are  enjoying 
vigorous  demand.  Combined  UK  and 
overseas  sales  of  pharmaceutical 
preparations  rose  at  an  annual  rate  of 
8.9  per  cent  in  the  second  quarter, 
while  output  of  perfumes,  toiletries 
and  cosmetics  was  up  by  13  5  per 
cent 


PRICES  AND  COSTS 
Retail  prices  (Jul  1987: 


Latest    %  change 
on  previous 
period 


%  change 
on  previous 
3  periods 


%  change 
on  year 


100) 


O    N  D 


J    F  M 

2000 


All  items 

Jul 

-0.4 

0.2 

3.3 

Chemist's  goods 

Jul 

3.0 

0.5 

4.1 

Producer  prices  (1990  =  100) 

Manufacturing  industry,  exc  food 

Jill 

0  0 

0.2 

1.2 

Chemical  industry 

Jul 

0  9 

(1  4 

3.2 

Pharmaceuticals 

Jul 

-0.2 

-0.5 

-1.6 

Perfumes  &  toilet  preps 

Jul 

0.1 

0.2 

1.8 

Lip  &  eye  make-up  preparations 

Jul 

0.0 

0  0 

0.9 

Dental  &  oral  hygiene  preps 

Jul 

0  8 

0  8 

0.8 

Shaving  preps,  deodorants 

Jul 

0.0 

02 

5.2 

Adhesive  dressings 

Jul 

-0.2 

-0.3 

1.0 

Average  earnings  (Jul  1990  =  100) 

Whole  economy 

Jun 

0.3 

-6.2 

3.6 

Chemicals,  chemical  products 

Jun 

0  1 

0.7 

4.4 

3-month  average 

OUTPUT  (1990  =  100) 

Chemicals,  man-made  fibres 

Q2 

-0.1 

1.0 

4  4 

Pharmaceutical  products 

Q2 

3.0 

5  0 

8.9 

Perfumes,  cosmetics,  toiletries 

Q2 

2.0 

6.6 

13.5 

SALES 

Consumer  expenditure  (constant  p 

rices) 

Total,  £bn 

Q2 

08 

3.0 

3.7 

Retail  sales  (current  prices) 

All  retail  businesses 

Jul 

2.5 

2.8 

2.8 

Pharmaceuticals,  toiletries, 

Jun 

4  4 

11.1 

3.5 

cosmetics 

OTHER  BUSINESS  INDICATORS 

Consumer  credit  -  gross  lending 

Jun 

-4.0 

-0.2 

9.7 

Jobcentre  vacancies 

Jul 

1.7 

2.2 

17.8 

Claimant  unemployment  (%) 

Jul 

-2.1 

-4.3 

-13.4 

Sources:  Office  for  National  Statistics,  Bank  of  England  and  C&D 
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Appointments  £27.00  P.S.C.C.  +  VAT  minimum  3x1 .  General  classified  £18.00 
P.S.C.C.  +  VAT  minimum  3x2.  Box  numbers  £1 5.00  extra.  Available  on  request. 
Copy  date  4pm  Tuesday  prior  to  Saturday  publication.  Cancellation  deadline  10am 
Friday;  one  week  prior  to  insertion  date.  All  cancellations  must  be  in  writing. 
Contact  Matt  Goold.  Chemist  &  Druggist  (Classified),  United  Business  Media  Ltd, 
Sovereign  Way,  Tonbridge,  Kent  TN9  1 RW.  Telephone  01 732  377493, 
Fax:  01732  377179.  Internet:  http://www.dotpharmacy.co.uk. 
Ml  majoi  aedit  cards  accepted 


VISA 


Access 


•  ■ 


APPOINTMENTS 


Excellent  Career  Opportunities 
in  a  Multi  Depot  Company 

We  are  a  successful,  expanding 
pharmaceutical  company  who  have  the 
following  vacancies: 

<•  Regional  Sales  people  with  recent  experience 
in  the  selling  of  parallel  imports  and/or 
Generics  for  both  field  and  telesales. 

■>  Buyers  with  experience  of  purchasing 
generics  and  parallel  imports. 

*  Experienced  Regional  Warehouse  assistants 
and  Drivers 

applicants  must  be  bright,  enthusiastic  and  hard 
working  team  players 

Competitive  salary,  Continuous  Training  and 
excellent  career  prospects. 

Please  send  a  CV  and  covering  letter  for  the 
Attention  of  Mr  Barnby  to  Box  No.  3577 


APPOINTMENTS 
WANTED 


LOCUMS 


Successful  Pharmaceutical 
Sales  Agent 

Covering  all  Ireland 
Seeks  further  brands 
to  enhance  portfolio 

PO  Box  3583 


Sovereign  Way, 
Tonbridge, 
Kent  TN9 1RW 


NEED  A  LOCUM? 

Employers 
Stop  paying  expensive  agency  fees. 

We  supply  locums  for  only  £5  per  day 
booking  fee  Your  vacancy  can  also  be  sent 
on-line  to  waiting  locums  using  the  largest 
e  mailing  lists  in  the  UK 

All  areas.  Also  view  available  dates 
Many  successful  bookings 

Locums  -  simple  to  join  a  list. 
Visit:  www.ltxumline.co.uk 
e-mail:  locumline@globalnet.co.uk 
Phone:  07790  649346 
Fax:  01923  333231 


ESSENTIAL  LOCUM 


SERVICES  ELS 

Pharmacists,  locums  and  Technicians  are 
invited  to  register. 
•  Nationwide  coverage  • 
•  Competitive  prices  • 

Call  Sue  on:  0121  444  0075 


M.I. P.  Design  is  a  young  but  established  company 
specialising  in  the  design  and  refurbishment  of 
retail  pharmacies,  opticians  and  commercial 
interiors  throughout  the  UK. 

SALES/ACCOUNT  MANAGER 

As  part  of  our  continuing  expansion  plans 

we  are  seeking  an  applicant  with  a 
minimum  of  5  years  experience  w  ithin  the 

shopfitting  or  retail  design  industry.  You 
will  be  enthusiastic,  confident,  independent 
and  have  a  proven  history  of  quickly 
developing  new  multiple  retail  accounts, 
along  with  the  ability  to  liase  with 
independent  retailers  nationwide. 
The  ideal  candidate  will  be  rew  arded  w  ith 
a  salary  package  plus  a  company  car  and 

generous  commission. 
Please  apply  in  writing  including  detailed 
CV  to: 
Colin  Reeve 
M.I.P.  Design, 
Unit  S10  Enterprise  House, 
Courtaulds  Way, 
Coventry  CV6  5  NX 


Sales  Agent (s)  Required 

Successful  wholesale  company  established  1981, 
specialising  in  Fine  Fragrance  and  Skincare  seeks 
additional  sales  agent(s)  to  cover  areas  throughout  UK  and  Ireland. 
Excellent  back  up  provided,  with  good  stock  and 
professional  brochures  etc. 
PO  Box  3584 
Chemist  &  Druggist,  United  Business  Media, 
Sovereign  Way,  Tonbridge,  KentTN9  1RVV 


Opportunities  with 
Boots  The  Chemists 


We  require  Dispensers  to  work  in  a 
number  of  our  demanding  and 
challenging  stores  in  the  London  Region. 
Applicants  must  hold  a  dispensing 
qualification  which  is  recognised  by 
The  Royal  Pharmaceutical  Society  and 
be  flexible  in  their  working  hours 
arrangement. 
Send  CVs  to:  Clare  Molinari, 
Boots  The  Chemists, 
73  Piccadilly,  London  W1V  9HH 
Queries:  020  7499  1928 
Applications  lo  be  received  no  later  than  Friday,  September  29,2000 


Potters  Bar 
Hertfordshire 

Experienced 
dispenser  required 
for  busy  pharmacy. 

Tel:  0208  204  1391 

(evenings  after 
8.00pm) 
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ACCOUNTANCY  SERVICES 


PRODUCTS  AND  SERVICES 


LEWIS-SIMLER 

CHARTERED  ACCOUNTANTS 

We  specialise  in  the  Pharmaceutical  Industry  and  are  fully 
computerised.  We  are  therefore  able  to  offer  you  the  fol- 
lowing services  at  veiy  reasonable  rates. 

COMPUTERISED  BOOK  KEEPING 
SALES  INVOICING 
PAYROLL 
MANAGEMENT  ACCOUNTS 
CASH  FLOW  FORECASTS 
VAT  RETURNS 
CREDIT  CONTROL 
FINANCIAL  ACCOUNTS 
SELF  ASSESSMENT  TAX  RETURNS 
Please  contact  us  for  Free  quotation  on: 

Tel:  020  7482  4424  Fax:  020  7482  4623  or 
E-mail:  nick@eles.co.uk 


BUSINESS  WANTED 


DAY 


LEWIS 


DAY 


DI> 


LEWIS 


^^^^  — w 

Progressive  chain  of  60  shops  seeks  to  acquire 
Pharmacies  with  turnover  of  in  excess  of  £400,000 
in  Southeast  England  and  East  Anglia.  Freehold 
purchases.  Matter  treated  in  the  strictest 
confidence.  For  a  quick  decision  contact: 

Day  Lewis  Group,  Bensham  House, 
324  Bensham  Lane,  Thornton  Heath,  Surrey  CR7  7EQ 
Tel:  0208  689  2255  ext.  221.  Mobile  0860  484999.  Fax:  0208  689  0076 
Email:  DayLewis@aol.com 


SIGMA 


SIGMA  PHARMACEUTICALS  PLC 
PO  BOX  233,  1  COLONIAL  WAY, 
NORTH  WATFORD, 
HLRTS  WD2  4EW 

NEW  GENERIC  PRODUCTS 
AVAILABLE  NOW! 


DICLOFENAC  SUPPOSITORIES  lOOmg 

DISOPYRAMIDE  S/R  CAPSULES  250mg 

CHLORPROPAMIDE  TABLETS  lOOmg 

CHLORPROPAMIDE  TABLETS  250mg 

FAMOTIDINE  TABLETS  20mg 

FAMOTIDINE  TABLETS  40mg 

VITAMIN  B  COMPOUND  TABLETS 
(Licensed) 

GENERIC  PRICE  PROMISE 

In  line  with  new  government  regulations,  our  generic 
prices  will  always  reflect  best  value  as  compared  to  new 
lower  maximum  prices.  You  will  never  lose  out  dealing 
with  Sigma. 

Remember  -  we  carry  a  full  range  of 
Generic/P.I. s/Galenical/Packed  Goods/Surgical  Dressings 

We  offer  daily  service  (twice  daily  within  M25) 

TEL:  (01923)  444999 
FAX:  (01923)  444998 


L0CUMS  WANTED 


A  NATURAL  SAFE  RE-USABLE  COMPRESS  FOR  HOT  OR  COLD  USE 


For  further  information: 
The  Original  Wheatbag  Company  Ltd 
PO  Box  437  Woking  Surrey  GU21  4FU 
Tel:  01483  598483 


CCTV  SALE 


Colour  Quad  System 

4  Cameras,  Quad  Split 
24hr  VCR,  1 4"  Screen 
£1099  •  7  units  available 


WHOLESALE  DISTRIBUTOR 


Colour  Multiplex  System 

4  Cameras,  duplex.  Multiplexers, 
m&i    24hr  VCR,  14"  Screen 


£1499  S  units  available 


Many  other  products  available 

Free  Call  0800  056  0462 

WebSite:  www.SecurityDirect.co.uk 


Reach  your  target  audience  through 
Chemist  <£  Druggist  Classified 
The  effective  Way  to  help  your  business. 
Phone  Matt  Goold  on 
01732  377493  or 
Fax:  01732  377179 


Chemist  &  Druggist  9  SEPTEMBER  2000  43 


PRODUCTS  AND  SERVICES 


Tic 


National  Distributors  of  Photo  &  Electrical  Products 


Price  Offers 


Straight  'N'  Shape 

SRP  £19.99-£9.99 
Invoice  Price       £6.1  4 

Net  Price  £5.99 


Straight  'N'  Shape 

SRP  £21.99-£10.99 
Invoice  Price  £6.81 

Net  Price 


£6.64 


NET  INV 


BRAUN  HALF  PRICE  HAIR  STYLER  STAND 

BS1     X  12 

HS3J  . 

x6  3 


Invoice  Price  £153.81 


Energy  Cells  Iff 


Tel:  0208204  2224  Fax:  020  8204  0224 


How  do  you  unleash  profit  power 
within  your  business 
and  maximise  results? 

Interested? 


Call  Pauline  NOW  on  FREEPHONE 


0800  526074 

***4  MONTHS  FREE  TRIAL  MEMBERSHIP*** 

Mr  R.  L.  Hindocha 
BPharm.MRPharmS.FInstD. 
54/62  Silver  Street,  Whitwick, 
Leicestershire  LE67  5ET 


Want  to  find  deals  to 
save  you  money  without 
paying  for  the  privilege? 

Beta  Buying  Group 
Offers  YOU 

B  FREE  MEMBERSHIP 

B    PERSONAL  SERVICE 

B    A  RANGE  OF  COMPETITIVE  DEALS 

TAILORED  TO  THE  NEEDS  OF  A 

PHARMACY 

To  join  NOW,  please  call  Alison  Diggins  on 
Tel:  01376  521246.  Fax:  01376  521257 

154  Enterprise  Court, 
Eastways  Industrial  Estate, 
Witham,  Essex  CM8  3YS 
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PRODUCTS  AND  SERVICES 


WEBSITES 


MANUFACTURERS  OF  SPECIAL 


PHARMAC  l-UTK  Al  PRODUCTS 


Bespoked  Tailors  of  Pharmaceuticals  offering 

A  TRADITIONAL 
SPECIALS  SERVICE 

for  that  "specials"  patient  cared  for  by  that  special 
professional 

Where  confidence  in  quality  and  price  is  a  must  and 
where  the  minimum  order  value  is  ONE. 
Contact: 

Karol  Pazik,  Director,  on  01296  394142. 
Mandeville  Medicines, 
The  Specialists  in  Specials. 

For  sterile,  non-sterile  and  assembled  specials, 
clinical  trials  supplies  and  a  free  help  line. 


Flawless  Finish  from  £8.50  - 
Charlie  100ml  spr  £2.95 
www.westlondoncc.co.uk 

Faxback:  on  0906  71 1 0955  - 
Telephone:  08000  286171 

Faxback  calls  are  charged  at  50p  per  minute. 
397  Acton  Lane,  Acton  W3  8NP 


Cerruti  edt  30ml  spur  £9.95 

Paris  edt  50ml  spr  £1 3.95 
www.westlondoncc.co.uk 

Faxback:  on  0906  71 1 0955  - 
Telephone:  08000  286171 

Faxback  calls  are  charged  at  50p  per  minute. 
397  Acton  Lane,  Acton  W3  8NP 


VETERINARY  SERVICES 


VETCHEIVI 


Promoting  Animal  Health  tttroucjh  Pnarmacy 
FLEAS!  FLEAS!  FLEAS!  FLEAS!  FLEAS!  FLEAS! 
It's  that  time  of  year!  Don  't  forget  to  order  - 
Minimum  Carriage  Paid  -  Order  £50 
Brian  G.  Spencer  Ltd 
19-21  Ilkeston  Road,  Heanor,  Derbyshire  DE75  7DT 
Tel:  01 773  533330  Fax:  01773  535454 
Freephone:  0800  387348 
 Vat  Reg.  No.  1QO  Q738  36 


NCI.  InterNet 

-  v.  pharmacies 

interactive 
websites 


CURITYK 


Nlcotou'H 


OULUCAN 

(SO 


BP  ^ 

Medicine  Manaqemmf 


NCI  offers  the  latest  interactive  website  technology. 
An  all-inclusive  package  that's  a  breeze  to  use.  Offering  a  suite 
of  modules  for  Independent  Pharmacy  to  boost  your 
business  and  to  get  your  pharmacy  onto  the  internet. 
Modules  include  comprehensive: 

•  Medicine  Management  -  managing  patient  care  the 
easy  way 

•  Healthcare  Information  -  updated  regularly  on 
current  issues 

•  E-commerce  -  your  own  e-shop  on  the  net 

Only  £250  for  NCI  members;  (non-members  £699) 

For  details  call:  020  8746  0546, 020  8746  0402 
or  Fax:  020  8746  0402 
or  email:  info@nci-pharma.co.uk 


Free  entries  in  Business 
Link'  (maximum  30 
words)  are  restricted  to 
community  pharmacist 
subscribers  to 
Chemist  &  Druggist.  No 
trade  advertisements 
will  be  permitted. 
Adverts  must  be 
submitted  on  the 
coupon  (right),  which 
must  be  properly 
completed,  and  include 
an  expiry  date  for 
products.  Acceptance  is 
at  the  discretion  of  the 
Publishers  and  depends 
on  the  space  available. 
Pharmacists  should  only 
advertise  medicines  for 
sale  where  the  product 
is  discontinued  or  in 
short  supply.  Medicines 
must  be  unopened  and 
in  original  packaging. 


To:  Business  Link,  CHEMIST  &  DRUGGIST,  Sovereign  House, 
Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 

PLEASE  COMPLETE  IN  BLOCK  CAPITALS 

Surname  

First  names  

Address  


 Postcode 

Personal  RPSGB  Registration  number  

Telephone  Number  

Proposed  advertisement  copy  (maximum  30  words) 
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People 


Contemplating... 
a  pharmacist? 

Damien  Hirst,  the  enfant  terrible  of  the  British  art  scene  in  the  1990s,  has 
dearly  not  been  put  off  by  his  brush  with  the  regulatory  authorities  at  the 
Royal  Pharmaceutical  Society  -  remember  that  storm  in  a  tea  cup  over  the 
infamous  Pharmacy  Restaurant?  His  fixation  on  pharmacy  has  resurfaced  in  this 
latest  offering  entitled  'Contemplating  a  Self-Portrait  (as  a  Pharmacist)'. 
Thankfully  this  is  a  pretty  mundane  effort  following  bloody  sheep,  cows  and 
tiger  sharks  pickled  in  formaldehyde. 

However,  to  quote  The  Guardian,  the  work  has  preserved  a  far  more 
endangered  species:  traditional  painting'.  Close  observation  will  reveal  a 
painting  of  a  white  coat  on  the  easel.  According  to  the  paper/Hirst  has  taken 
the  trappings  ol  the  figurative  painter, easel, canvas,  smock,  palette,  brushes  and 
tubes  of  oil  paint,  and  encased  them  in  a  series  of  glass  boxes'  The  piece  is, 
according  to  the  accompanying  text  by  Gemma  de  Cruz,"a  confessional 
romantic  work"  that  expresses  Mr  Hirst's  love  of  traditional  painting  and  his 
frustration  at  being  able  to  work  only  in  a  "mechanical"  style. 

Quite  so.This  previously  unseen  masteqMece  will  be  on  show  at  Ant  Noises 
2,  which  opens  on  September  13  at  the  Saatchi  Gallery  in  North  London. 

Anyone  concerned  about  PSNC's  low  profile  recently  will  be  relieved  to 
know  that  the  hierarchy  is  still  alive  and  kicking.  Spotted  exchanging  fashion 
notes  at  Chemex  2000  last  weekend  were  chairman  Wally  Dove  in  executive 
cream  ,  Gordon  Geddes  in  a  tasteful  Tariff  blue'  number  and,  in  more 
traditional  attire,  financial  executive  Godfrey  Horridge.  It's  normally  around 
this  time  of  the  year  that  contractors  are  being  softened  up  for  the  next 
Department  of  Health  pay  imposition.  However,  with  the  Committee  still 
awaiting  funding  for  its  medicines  management  initiative,  and  the  possibility 
of  a  big  announcement'  from  the  Government  at  the  British  Pharmaceutical 
Conference  next  Tuesday,  the  normally  plain  speaking  Mr  Dove  is  holding  his 
fire.  Doesn't  mean  the  guns  aren't  loaded  and  run  out,  though! 


Congestion  could  be 
taxing 

After  the  little  excitement  at  the  Royal 
Pharmaceutical  Society's  recent 
Council  meeting  over  finances,  a  new 
spectre  is  hanging  over  Lambeth. 

London  mayor  Ken  Livingstone 
wants  to  deter  drivers  from  central 
London  by  imposing  a  levy,  with 
motorists  entering  the  area  bounded 
by  the  inner  ring  road  having  to  pay  a 
daily  fee  Unfortunately,  this  so-called 
congestive  charge  zone  includes  the 
Society's  HQ.The  £5  a  da)-  charge  for 
cars  could  be  an  additional  burden  for 
an  organisation  facing  an  operating 
deficit. 

However,  there  is  an  opportunity 
here.  Perhaps  it  is  time  to  push  that 
health)'  living  message  constantly 
promoted  by  every  community 
pharmacy  in  the  land.The  Society 
could  lead  the  way  with  its  own  park 
and  ride'  scheme,  investing  in  bicycles 
for  Council  members  and  others  who 
fight  for  a  parking  space  in  the 
basement.  On  yer  bike'  could  take  on  a 
much  more  wholesome  connotation. 

Keeping  up-to-date 

Devolution  has  not  made  life  any  easier 
for  us  journalists,  as  there  are  now  four 
separate  administrations  to  keep  up 
with,  instead  of  the  previous  London- 
Edinburgh  axis.  So  apologies  to  Maria 
McGuinness,  a  community  pharmacist 
from  Bellcek  in  Northern  Ireland, 
whose  appointment  (a  few  weeks  ago) 
to  the  newly  established  Food 
Standards  Advisory  Committee  we 
nearly  missed.  Ms  McGuinness 
represents' co  Fermanagh  on  a  diverse 
nine-strong  committee  and  is  a  JP 

Let  Sven  pump  you  up... 

For  the  dyed-in-the-wool 
technophobes  out  there,  some 
welcome  signs  that  those  whizzy  e- 
business  development  types  are  at  last 
beginning  to  run  short  of  new 
markets  to  exploit 

The  latest  offering,  from 
A110utTraining.com,  is  decidedly 
suspect.This  new  "total  fitness  web  site 
gives  internet  users  a  personal  trainer 
. . .  he's  online,  he's  virtual,  he's  Sven". 
The  3D  animated  virtual  trainer,  which 
"has  come  all  the  way  from  Sweden  to 
answer  your  questions"  (interesting,  as 
the  site  is  based  in  Tustin,  California  - 
where  else?)  responds  to  e-mailed 
questions  about  exercise  and  fitness. 

Says  site  co-founder  Mike  Levinson: 
"People  need  the  personal  touch,  and 
that  is  why  Sven  is  getting  such  a  great 
reception."  If  a  virtual  3D  image  now 
constitutes  the  personal  touch  ,  there 
are  some  very  sad  people  out  there! 
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Solpadeine  Capsules,  Solpadeine  Soluble 

Tablets,  Solpadeine  Tablets 

Product  Information 

Presentation:  Each  tablet,  soluble  tablet  or 

capsule  contains  Paracetamol  Ph  Eur  500  mg, 

Codeine  Phosphate  Hemihydrate  Ph  Eur  8  mg 

and  Caffeine  Ph  Eur  30  mg. 

Uses:  migraine,  headache,  backache,  rheumatic 

pain,  period  pains,  toothache,  neuralgia,  sore 

throat  and  feverishness,  symptoms  of  colds  and 

influenza. 

Dosage  and  administration: 

Adults  and  children,  12  years  and  over: 

Two  capsules/tablets  up  to  four  times  daily. 

Not  more  than  8  capsules/tablets 

in  24  hours.  Children  under  12  years: 

Not  recommended.  Soluble  tablets  must  be 

dissolved  in  water  before  taking. 

Do  not  exceed  the  stated  dose. 

Do  not  take  for  more  than  3  days  without 

consulting  a  doctor. 

Contraindications: 

Known  hypersensitivity  to  ingredients. 

Precautions:  Use  with  caution  in  patients  with 

severe  renal  or  severe  hepatic  impairment,  non- 

cirrhotic  alcoholic  liver  disease.  Caution  required 

in  patients  taking  warfarin  or  other  coumarin 

anticoagulants,  dompendone.  metoclopramide, 

cholestyramine,  monoamine-oxidase  inhibitors. 

Not  to  be  taken  concurrently  with  other 

paracetamol-containing  products. 

Avoid  in  pregnancy  unless  advised  by  a  doctor. 

Not  contraindicated  in  breast  feeding. 

Sufferers  from  persistent  headache  should 

consult  a  doctor.  Solpadeine  Soluble:  tablet 

contains  427  mg  of  sodium  -  caution  with  salt 

restricted  diet. 

Side  effects:  Paracetamol:  rarely, 
hypersensitivity  including  skin  rash;  very  rarely, 
reports  of  blood  dyscrasias  (not  necessarily 
causally  related).  Codeine:  constipation, 
nausea,  dizziness  and  drowsiness. 
Overdosage:  Immediate  medical  advice  should 
be  sought  in  the  event  of  an  overdosage, 
even  if  the  patient  feels  well,  because  of  the  risk 
of  delayed,  serious  liver  damage. 
Legal  category:  PCDI 
Product  licence  number:  Capsules: 
0071/0186,  Soluble  Tablets:  0071/5091 , 
Tablets:  0071/0396. 

Product  licence  holder:  SmithKline  Beecham 
Consumer  Healthcare,  Brentford,  TW8  9BD,  U.K. 
Package  quantity  and  RSP: 

12  capsules  £2.15,  24  capsules  £3.89, 
32  capsules  £4.75;  12  soluble  £2.35, 
24  soluble  £4.09, 60  soluble  £7.35; 
12  tablets  £2.05,  24  tablets  £3.79, 
32  tablets  £4.59. 

Date  of  last  revision:  July  2000. 
Solpadeine  is  a  trade  mark. 
Reference: 

1 .  Taylor  Nelson  Sofres  Healthcare  1998. 
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Splitting  headaches  had  often 
ruined  things  for  her 

Until  you  helped  blow  them  away 


■  -  * 


Your  good  advice  can  really  make  the  day  for  a  headache  sufferer. 
Recommend  Solpadeine,  and  remind  your  customers  that  90% 
of  Solpadeine  users  stay  loyal  to  it. 

Solpadeine  is  pharmacy-only,  so  every  recommendation  makes  good 
professional  and  commercial  sense. 


Your  recommendation  makes  all  the  difference 


paracetamol,  codeine,  caffeine 


THE  ABILITY  TO  LISTEN 


By  working  in  partnership  with  pharmacists,  APS  Berk  has  become  one  of  the  UK's  leading 
generic  suppliers.  This  relationship  has  aided  APS  Berk  in  ensuring  that  we  are  the  first  major  generic 
manufacturer  to  have  a  full  product  range  in  packs  that  are  compliant  to  the  leaflet  and  label  legislation. 

The  APS  Berk  Patient  Pack  Programme  supports  this  compliance  and  offers  information  on  our 
product  range,  distribution,  and  services  to  assist  you  through  the  changes  in  the  legislation  and  the 
challenges  you  come  across. 

You  can  take  full  advantage  of  our  Programme  by  phoning  us  on  01132  380099.  Alternatively, 
visit  us  on  our  Website  at  www.aps-berk.com. 

When  you've  seen  and  heard  all  the  ways  in  which  we  can  help  you,  you'll  see  why  our  ability 
to  listen  to  what  you  want  is  so  attractive.  So  do  call  us.  We  look  forward  to  hearing  from  you. 


WE  LISTEN.  WE  MAKE  IT  HAPPEN 


/APS 


APS  Berk  is  a  member  of  the  TEVA  Internationa!  Group  of  Companies 


the  future  of  pharmacy 
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The  Chemex  2000  Symposium 

The  OTC  Village  at  Chemex  provides  a  forum  for  leading  OTC  manufacturers  to  educate  visitors 
about  aspects  of  the  market  in  which  they  have  a  particular  interest.  This  supplement  contains 
extracts  from  the  papers  presented  at  Chemex  2000  by  experts  and  leading  industry  figures,  lor 
the  benefit  of  those  who  were  unable  to  attend.  It  gives  C&D's  w  ider  audience  an  opportunity  to 
learn  what  some  key  players  in  the  OTC  sector  are  doing  and  saying.  There's  news  of  major 
relaunches  in  the  VMS  sector,  some  controversial  words  about  suncare  products,  an  insight  into 
how  the  OTC  industry  helps  support  community  pharmacy,  considered  comment  on  customer 
care,  and  how  it  can  pay  to  promote  your  professional  services 
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Managing  consumer  demand  in  the  pharmacy  I  .  r  l  rl    \/  J  I    j  I  9r 

Sunayana  Shah,  regulatory  services  manager  .  J      ^\  r    r"f  rl  1 

Proprietary  Association  of  Great  Britain  ^  f  |  f)  f  |  M  P  if*  "if  ^ 

Roclie  Diagnostics  ( 

The  community  pharmacist  in  diabetes  care 
Dr  Terry  Maguire,  director,  Northern  Ireland  Centre 
for  Pharmacy  Postgraduate  Education  and  Training 

Reckitt  Bcnckiser 

Customer  insights 

Trevor  Gore,  pharmacy  development  manager, 
Reckitt  Bcnckiser 

Whitehall  Laboratories  I 

Aren't  bones  meant  to  last  a  lifetime? 

Bayer  Consumer  Care  ! 

Vaginal  thrush  -  the  way  forward 
Kamaljeet  Bachu,  training  manager,  Bayer 
Consumer  Care 
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Roche  Consumer  Health 

A  recharge  for  the  VMS  category 

Paul  Ardrou,  vitamins  category  manager,  trade 

marketing,  Roche  Consumer  Health 
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Fenton  Pharmaceuticals 

All  is  not  well  under  the  sun? 

Graham  Hill,  managing  director,  Fenton 

Pharmaceuticals 
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The  easy  way  ^ 

to  train  your  medicine  l»L 
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Cambridge 

Counterpart 


JL.  PBDGGIST 

Pharmacy  Assistant  Developmext 


Ch»dt  your  wilting  kno*i«J9. 

LD-        Could  ya,,  onto^,  „ 


Cambridge  Counterpart  is: 

flexible 
affordable 
easy  to  join 
easy  to  use 


You  could  pay  more 
than  double  for  other 
courses 
and  remember, 
Cambridge  Counterpart 
offers 

instant  results  on  the  phone 

All  assistants  must  now  be  trained 
to  Royal  Pharmaceutical  standards 

Are  all  your  employees  trained? 
What  about  new,  part-time  and 
Saturday  staff? 

Counterpart  is  recognised  by  the 
Society  and  accredited  through  the 
College  of  Pharmacy  Practice 


Fill  in  the  form  now  to  get  a  complete  set  of  training  modules,  questions 
and  a  briefing  pack  for  just  £17.63  (inc  VAT).  Each  pack  covers  up  to 
four  assistants. 

Each  assistant  must  be  registered  for  telephone  marking  and  CPP 
certificate  at  a  cost  per  person  of  just  £29.38  (inc  VAT). 
List  each  candidate  by  first  and  last  name 


Name  £ 

Name  £ 

Name  £ 

Name  £ 

Name  £ 

Sub  total  £ 

Please  include  (        )  complete 
sets  of  counterpart  modules 
1  -1 4  at  £1 7.63  each  (inc  VAT)  £ 

Total  £ 

Make  cheques  payable  to 
United  Business  Meda  and  send  to 
Mary  Prebble,  Pharmacy  Editorial 
Projects,  Chemist  &  Druggist,  United 
Business  Media,  Sovereign  Way, 
l_Tonbridge  TN9  1 RW 


For  further  information  contact  Mary  Prebble  on  01732  377269 


harmacist  Sunayana 
Shah,  the  regulatory 
vices  manager  at  the 
•ietary  Association  of 
Britain,  outlines  the 
ays  the  OTC  industry 
supports  community 
pharmacy 


Managing  consumer  demand  in 
the  pharmacy 


The  PAGB  is  the  trade  association  which  represents 
manufacturers  of  OTC  medicines  and  food 
supplements  in  the  UK.  It  was  founded  in  1919  in 
response  to  concerns  among  pharmaceutical 
manufacturers  about  misleading  claims  that  were 
being  made  for  so-called  healthcare  products  -  claims 
such  as  the  ability  of  snake  oil  to  cure  anything  from 
an  ingrowing  toe  nail  to  acne. 

Those  who  founded  the  Association  realised  that  it 
was  in  no  one's  interest  to  promote  medicines  with 
false  and  misleading  claims  -  certainly  not  the 
industry's  -  so  they  worked  to  create  a  self-regulatory 
code  of  practice  which  still  forms  part  of  PAGB's 
raison  d'etre  today. 

All  copy  for  adverts  aimed  at  consumers  must  be 
submitted  to  PAGB  for  approval  before  being  made 
public.  A  strict  Code  of  Practice  clearly  states  what 
can  and  can't  be  said  in  advertising. 

The  guidelines  take  into  account  the  evidence 
needed  to  support  a  claim,  and  no  product  can  claim 
to  cure,  treat  or  prevent  an  illness  unless  there  is  a 
wealth  of  clinical  evidence  to  support  the  claim  and 
the  product  has  a  licence  to  do  so. 

Pharmacists  can  therefore  reassure  consumers  that 
the  branded  products  they  sell  arc  completely 
accurate  in  the  claims  they  make  on  the  label  or  in 
adverts. 

The  PAGB  also  supports  pharmacists  in  a  number 
of  other  ways.  For  example,  the  Association  has  put 
substantial  effort  into  keeping  Resale  Price 
Maintenance  on  over-the-counter  medicines,  which 
ensures  a  margin  that  allows  community  pharmacists 
-  particularly  the  smaller,  independent  businesses  -  to 
continue  to  trade. 

The  Association  has  been  working  closely  with  the 
Royal  Pharmaceutical  Society  and  the  National 
Pharmaceutical  Association  over  the  past  five  years  - 
under  the  collective  umbrella  of  the  Community 
Pharmacy  Action  Group  -  to  light  to  keep  RPM  on 
OTC  medicines.  The  case  comes  to  court  in  October. 

Behind  the  scenes 

A  key  tool  in  the  PAGB's  support  for  the  pharmacist  is 
its  Professional  Learning  Programme,  which  has  been 
developed  to  create  a  better  understanding  of  OTCs 
within  the  industry.  PLP  is  a  distance  learning 
programme  that  covers  every  aspect  of  self-care,  from 
the  general  to  the  specific. 

The  programme,  which  was  launched  in  May  1998, 
is  aimed  at  sales  representatives  from  PAGB  member 
companies.  It  has  been  developed  to  enable  them  to 
support  community  pharmacists,  and  help  them 
understand  their  business  needs. 

It  is  intended  to  raise  standards  of  knowledge  and 
support  across  the  self-medication  sector  and  to 
consolidate  the  OTC  industry's  position  as  a  worthy 
partner  for  community  pharmacy. 

The  PAGB  has  recently  revised  and  brought  up  to 
date  the  whole  Programme,  including  the  four 
mandatory  core  modules: 

•  An  Introduction  to  the  Healthcare  Industry 

•  Pharmacists  and  Pharmacy  Practice 

•  Body  Science 

•  Regulatory  Issues 

A  further  ten  modules  cover  specific  treatment 
areas.  Candidates  can  choose  a  selection  of  two,  three 
or  four  modules  out  of  these  10,  depending  on  how 
they  wish  to  obtain  the  necessary  credits  to  pass. 

As  part  of  the  PLP  revisions,  there  are  now  audio 
tapes  accompanying  the  first  four  modules  to  help  the 
learning  process.  The  PAGB  is  committed  to  keeping 
PLP  as  up  to  date  as  possible.  This  means  annual 


CHEMEX  2000 


revisions  to  ensure  that 
community  pharmacists  are 
dealing  with  company 
representatives  who  are  fully 
conversant  with  new  product 
developments  and  product 
switches 

Other  ways  in  which  the 
PAGB  is  committed  to  helping 
pharmacists  arc  through  its 
consumer  education 
programmes.  There  are 
currently  two  such 
programmes  operating: 

•  The  Health  Supplements 
Information  Service  (HSIS) 
was  launched  in  May  1999  as 
a  service  lor  journalists  to 
help  them  access  balanced  information  about  the 
benefits  of  supplementing  the  diet.  However,  it  soon 
became  obvious  that  consumers  wanted  as  much 
information  on  this  growth  area  as  they  could  get,  so 
it  was  widened  to  include  consumers. 

Some  of  you  may  have  already  seen  the  leaflet 
'Myths  and  facts'  which  explains  health 
supplementation,  or  you  may  have  distributed  copies 
through  your  pharmacy. 

During  October  and  November  HSIS  will  be 
holding  lour  seminars  lor  pharmacy  assistants,  health 
food  store  assistants  and  practice  nurses  on  the 
'science  and  safety  of  health  supplements'  in  London, 
Manchester,  Glasgow  and  Cardiff.  The  speakers  will 
be  members  of  the  HSIS  Advisory  Panel  -  independent 
experts  in  the  fields  of  science,  medicine  and 
nutrition. 

#  The  Consumer  Health  Information  Centre  (CHIC) 
was  launched  in  1997  with  the  aim  of  educating 
consumers  about  which  minor  ailments  they  can 
safely  self-treat  and  encouraging  them  to  ask  the 
pharmacist  for  advice. 

Topics  covered  so  far  include  Stress,  Men's  Health, 
Pain  Relief  and  Colds  and  Flu.  Again,  leaflets  on  all 
these  topics  are  available  for  distribution  through 
pharmacies. 

On  all  these  campaigns  the  PAGB  works  with  the 
Royal  Pharmaceutical  Society  and  the  National 
Pharmaceutical  Association.  One  of  the  key  messages 
is  to  always  'Ask  your  Pharmacist'.  For  further 
information  on  the  HSIS  or  CHIC  campaigns,  or  for 
copies  of  the  leaflets,  please  contact  Karen  Kelshaw  at 
PAGB  on  020  7242  8331. 

The  OTC  industry  and  pharmacists  have  one  of  the 
most  enduring  and  long-lived  partnerships  in  the 
history  of  healthcare.  We're  currently  fighting  together 
to  retain  RPM  but  as  an  industry  we're  committed  to 
working  together  to  deliver  the  very  best  service  we 
can  to  the  consumer  in  as  many  ways  as  possible. 
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The  community  pharmacist  in 
diabetes  care 


Dr  Terr>  Magiiire,  head  of 
the  Northern  Ireland 
Centre  for  Pharmacy 
Postgraduate  Education 
and  Training,  explains  how 
pharmacists  can  capitalise 
from  caring  for  diabetics 


About  3  per  tent  of  the  UK  population  suffers  from 
diabetes  mellitus.  Many  diabetic  patients,  mainly  those 
with  non-insulin  diabetes  mellitus  (N1DDM),  remain 
undiagnosed  for  many  years  as  the  disease  often  lacks 
clear  symptoms. 

A  large  percentage  of  diabetic  patients  also  fail  to 
manage  their  disease,  either  due  to  their  inability  to 
perform  home  blood  glucose  tests  properly  or  from 
their  lack  of  knowledge  about  the  disease  and  how  to 
reduce  its  long-term  complications. 

The  cost  of  diabetes 

Although  we  now  know  a  lot  about  the  disease,  its 
management  and  how  to  avoid  long-term 
complications,  diabetes  is  still  a  major  cause  of 
premature  death  and  morbidity. 

Diabetes  is  the  most  common  cause  of  blindness  in 
the  UK.  Each  year  some     OOO  amputations  are 
performed  on  diabetic  patients,  and  this  patient  group 
is  four  times  more  likely  to  suffer  from  heart  disease. 

Diabetes  is  a  major  cost,  both  financially  and 
socially,  to  diabetic  patients  and  their  families  as  well 
as  directly  to  the  Health  Service.  With  proper 
management  many  of  these  costs  can  be  reduced. 
Desirable  goals  of  diabetic  management  are: 

#  Enabling  the  patient  to  have  a  satisfactory  quality  of 
life  and  to  earn  out 
normal  activ  ities  such  as 
employment. 

#  Freedom  from 
episodes  of  diabetic 
ketoacidosis  and 
hypoglycaemic 
reactions. 

#  Achievement  of  the 
ideal  body  weight  for 
the  patient's  sex,  age 
and  height. 

#  Maintenance  of  normal  blood  glucose  with  no 
glycosuria  (normal  blood  glucose  is  i. 00-8. 00 
mmol/L  for  insulin-dependent  diabetes  mellitus 
(IDDM)  patients,  and  4.00-9.00  mmol/L  lor  NIDDM). 

How  pharmacists  fit  in 

Next  year  Government  w  ill  produce  a  National  Service 
Framework  (NSF)  for  diabetes  mellitus.  As  w  ith  the 
Mental  Health  and  Coronary  Heart  Disease  NSFs  this 
will  endorse  guidelines  on  disease  management  and 
identify  how  health  care  professionals  could 
contribute  more  effectively  to  disease  management. 

It  is  hoped  that  the  NSF  on  diabetes  will  support 
the  role  of  pharmaceutical  care  in  improving 
outcomes.  As  community  pharmacists,  the  only 
member  of  the  primary  health  team  available  without 
appointment,  we  appear  to  be  ideally  situated  to: 

#  Identify  undetected  diabetic  patients  through  the 
provision  of  an  opportunistic  testing  service 

#  Support  patients  in  the  safe  and  effective  use  of 
their  medicines 

#  Advise  on  the  use  of  testing  kits  and  the 
significance  of  results 

#  Provide  test  results  for  patients  who  have  difficulty 
performing  tests  or  as  a  service  for  local  GP  surgeries 

#  Advise  diabetic  patients  on  adopting  a  healthy 
lifestyle  to  avoid  long-term  complications 

Is  it  worth  it? 

In  theory  all  of  the  above  is  fine,  but  very  often  the 
professional  aspects  of  pharmacy  seem  to  be  in  direct 
conflict  with  our  business  objectives.  We  wish  to  be 
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professional  but  have 
convinced  ourselves  it 
doesn't  pay. 

However,  a  closer  look 
at  diabetic  patients  as  a 
category  will  show  that 
they  are  a  valuable  asset 
to  pharmacy. 

An  assessment  of  the 
PMR  database  in  two 
small  community 
pharmacies  showed  that 
whereas  the  'average' 
patient  gets  si\ 
prescriptions  a  y  ear. 
\IDD\I  patients  receive  an 
average  of  52 
prescriptions  and  IDDM  patients  an  average  of  70 
prescriptions  a  year 

Clearly,  diabetic  patients  visit  the  pharmacy  more 
often,  with  the  average  patient  making  six  \isits  a  year, 
NIDDM  patients  making  1"  visits  a  year  and  IDDM 
patients  making  2-4  visits  a  year. 

They  need  more  health-related  products  ami  so 
buy  more  OTC  medicines.  The  assessment  found  that 
oniy  2~  per  cent  of  IDDM  patients  were  measuring 
blood  glucose  regularly  and  only  10  per  cent  of 
NIDDM  patients  did  any  blood  glucose  testing 

On  the  basis  of  this  information,  a  promotional 
campaign  with  the  twin  objectives  of  improving  the 
care  of  diabetic  patients  and  enhancing  the  business 
was  undertaken  in  my  two  pharmacies 

Pharmacist  managers  completed  a  distance 
learning  programme  on  diabetes  provided  by  CPPE. 
This  gave  them  sufficient  knowledge  of  the  disease 
and  more  confidence  in  dealing  with  patients.  They 
spent  a  little  more  time  with  diabetic  patients, 
reviewing  their  medicines  when  repeat  prescriptions 
were  received. 

All  pharmacy  staff  were  trained  to  use  blood 
glucose  meters.  The  promotion  was  undertaken  in 
partnership  with  Roche  Diagnostics  and  promoted  its 
blood  glucose  meter  The  campaign  took  place  last 
April  and  included  the  following  marketing  activities 

Educational  leaflets  covering  a  wide  range  ot 
diabetic  topics  such  as  footcare,  alcohol  intake,  diet 
and  medicines  were  made  freely  available  to  all  from 
a  counter  display  in  the  main  shopping  area. 

A  window  display  featuring  blood  glucose  testing 
systems  was  created  on  the  theme  of  diabetes 
mellitus.  An  advertisement  was  placed  in  a  local 
newspaper  featuring  an  offer  for  a  glucose  meter  \s 
part  of  the  advertisement  cost  (but  not  within  the 
advertisement)  the  pharmacy  was  given  halt  a  page  of 
editorial  space  to  discuss  the  role  of  the  pharmacist 
and  the  need  for  better  management  of  diabetes. 

I  sing  the  PMR  database,  a  letter  was  sent  from  the 
pharmacy  to  all  diabetic  patients  outlining  the 
additional  support  we  could  provide  and  encouraging 
blood  glucose  testing.  An  in-pharmacy  Blood  glucose 
testing  day'  was  advertised  and  held  at  which  'free' 
blood  glucose  tests  were  performed. 

The  outcomes  were  impressive.  We  sold  over  ~i> 
blood  glucose  meters  by  the  end  of  May  (we  sold  two 
in  the  previous  12  months!).  We  have  a  number  of 
new  diabetic  patients  who  now  use  our  service.  Many 
more  patients  are  undertaking  blood  glucose  testing 
and  doing  it  more  regularly. 

Long-term  we  hope  that  all  our  diabetic  patients 
will  be  better  managed. 
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Customer  insights 


hy  is  it  important  to 
understand  your 
ncrs  and  respond  to 
needs?  Trevor  Gore, 
armacy  development 
manager  at  Reckitt 
kiser,  provides  some 
insights 


Attacks  on  the  viability  of  community  pharmacy  have 
never  been  greater.  The  threat  to  resale  price 
maintenance,  increased  activity  by  non-pharmacy  outlets 
in  the  over-the-counter  medicines  sector,  added  to  the 
erosion  of  what  were  pharmacy  staples  such  as  baby  and 
health  foods,  toiletries  and  sanpro  products,  have 
reduced  takings  through  the  till. 

The  reduction  in  profitability  of  dispensing  together 
with,  lor  many,  an  increasing  outlay  on  dispensary  stock, 
has  reduced  NHS  payments 

It  is  important  that  the  community  pharmacists  start 
to  fight  back.  This  can  only  be  achieved  by  gelling  more 
customers  through  the  door  and  increasing  The  spend' 
per  customer. 

You  may  ask:  "How  do  we  equate  this  commercialism 
w  ith  the  professional  side  ol  pharmacy;1''  To  be  a 
professional  is  an  attitude  and  state  ol  mind 
demonstrated  by  working  to  a  proper  standard  To  be 
able  to  practice  you  need  to  be  running  a  viable 
business,  or  your  income  has  to  be  provided  by  a  third 
party  (in  other  words,  you  become  an  employee), 

Unless  pharmacists  are  allowed  to  charge  for  services 
as  well  as  goods,  then  income  is  generated  only  from 
sales.  Fewer  sales  equal  lower  income!  A  business  where 
customers  pay  for  health  services  (as  opposed  to  goods) 
could  be  developed  but  not  in  the  short  term,  and  the 
\IIS  credo  ol  a  health  service  free  at  the  point  ot  need 
makes  this  difficult. 

Pharmacists  are  not  alone  in  finding  it  difficult: 
dentists  and  opticians  have  similar  problems,  The 
advantage  that  CPs  and  muses  have  is  thai  they  are  paid 
irrespective  of  the  services  they  provide! 

Improving  viability? 

How  can  \ou  improve  the  uabilih  of  your  community 
pharmacy?  Increase  customer  flow  and  increase 
spending  per  customer.  The  way  to  do  tins  is  by 
improving  customer  satisfaction  and  by  making 
customers  want  to  do  business  with  you. 

This  is  not  just  an  essential  for  pharmacists:  all 
businesses  must  recognise  the  need  to  strive  constantly 
to  improve  their  customer  service,  and  emphasise  that 
they  value  their  customers. 

The  'customer  service'  mantra  has  been  preached 
mucl  more  strongly  in  the  I  nited  States  than  here,  and 
main  books  have  been  written  on  how  to  succeed  in 
business  by  providing  good  customer  service. 

Many  companies  in  the  United  kingdom  are  only 
paying  lip  service  to  the  concept  of  customer  service.  In 
fact  many  examples  exist  where  customers  are  perceived 
as  nuisances  who  prevent  well-ordered  businesses  from 
functioning  properly! 

How  main  times  do  we  hear  from  corporations  that 
they  are  in  business  for  the  shareholders'  To  illustrate 
this  you  only  have  to  look  at  the  banking  system.  The 
following  sign  has  been  seen  in  a  hank:  In  the  interests 
of  customer  service  we  request  that  you  avoid  banking 
during  peak  periods  between  12pm  and  2pm  and  the 
half  hour  before  closure'.  Does  this  look  as  though  the 
bank  is  placing  the  customer  first? 

Community  pharmacists  are  in  a  good  position  to 
provide  that  all-important  customer  service.  The  ratio  of 
staff  to  customers  in  most  community  pharmacies  is 
greater  than  most  non-pharmacy  outlets.  If  you  go  into 
many  of  the  high  street  electrical  stores  you  have  to  play 
'find  the  assistant'. 

The  staff  in  community  pharmacies  (and  that  includes 
the  pharmacist)  are  trained  to  a  higher  standard  than 
many  retail  staff  elsewhere.  Very  few,  if  any,  shops  have 
staff  trained  to  the  level  of  a  pharmacist.  How  do  you 
build  on  these  advantages? 

Customer  sen  ice  is  not  just  a  smile  and  'have  a  nice 


day':  it's  about  valuing  your  customers.  They  have  the 
money  and  if  you  treat  them  badly,  the  easiest  thing  for 
them  to  do  is  take  their  business  elsewhere.  They  can,  as 
we  will  show,  do  a  great  deal  more  damage. 

Self-assessment  . . . 

look  at  \our  shop  and  ask  voursell  dispassionately 
whether,  it  you  were  a  customer,  you  would  want  to  shop 
there'  If  the  answer  is  not  a  resounding  'yes',  then 
you've  got  big  problems. 

Do  you  know  your  regular  customers?  Do  you  know 
their  needs'  Do  you  know  why  they  spend?  Research 
shows  that  there  are  two  driving  forces  -  logic  and 
emotion.  These  forces  are  not  evenly  balanced  though: 
l*i  per  cent  of  the  drive  to  bin  is  logical  and  7S  per  cent 
is  emotional 

People  buy  products  to  fulfil  a  need,  not  because  the) 
want  the  item.  i'or  instance,  nobody  ever  brought  a  drill 
bit  just  because  they  like  the  look  of  a  drill  bit.  They  buy 
a  bit  because  they  wish  to  drill  a  hole. 

Pharmacists  are  in  a  strong  position  to  succeed  in 
encouraging  customers  to  buy.  Research  has  shown  that 
the  buying  patterns  of  consumers  fall  into  three  broad 
areas  -  desperation,  planned  and  specialisl  (see  chart). 
Prom  this  it  can  be  seen  that  when  consumers  are 
unsure  of  what  they  need,  they  will  ask  for  advice. 

Pharmacists  need  to  meet  the  consumer's 
expectations  as  advisors  :  il  they  don't,  customers  will 
go  elsew  here  for  the  service  the\  need  The  National 
Pharmaceutical  Association's  Ask  Your  Pharmacist' 
advertising  campaign  reinforces  this  strength.  Il  is  up  to 
the  community  pharmacist  to  develop  this  role. 


Consumer  Drivers 


Experienced  sy  mptoms 
before  and  know  w  hat  to  buy 


Not  experienced  symptoms 
before  and  may  need  advice 


Desperation 

Nearest  store  open 
Anything  will  do 


Planned 

Most  convenient 

Looking  for  their  brand  and  formal 


Specialist 

Most  convenient  with 
expertise.  Looking  for 
a  brand  but  may  need 
advice 

Pharmacist  role 
strong  here, 
offering  additional 
level  of  sen  ice 


II  you  do  get  it  wrong  and  the  customer  is  dissatisfied, 
then  you  need  to  ensure  that  the  error  is  corrected 
immediately.  An  unsatisfied  customer  whose  grievance  is 
acknowledged  and  corrected  can  be  turned  into  a  loyal 
customer. 

If  they  are  not  dealt  with  well,  not  only  will  they  not 
use  \our  services  again,  but  they  will  typically  tell  eight 
or  ten  other  people  of  their  disappointing  experience. 
Some  customers  will  tell  20  people  ...  these  people  will 
tell  others!  So  it's  not  only  important  to  attract 
customers,  but  it's  important  to  retain  them. 

The  survival  of  your  business  is  based  as  much  on 
your  ability  to  supply  consumers  with  what  they  need  as 
it  is  on  the  pharmaceutical  knowledge  which  you 
possess. 
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Aren't  bones  meant  to  last  a 
lifetime? 


Whitehall  Laboratories, 
expounds  on  the  link 
between  nutrition  and 
osteoporosis 


I  |() 


It  is  an  understandable  perception  ...  bones  should 
last  a  lifetime!  However,  one  in  three  women  and  one 
in  12  men  are  at  risk  of  a  significant  loss  of  bone 
density  within  their  lifetime,  leading  to  osteoporosis. 

Many  nutritional  factors  have  been  studied  relating 
to  hone  health,  none  more  so  than  calcium  and 
vitamin  1).  It  is  now  accepted  that  these  nutrients  play 
a  role  which  begins  before  birth  and  continues 
throughout  life. 

The  Committee  on  Medical  Aspects  of  Food  Policy 
(COMA)  published  a  report  on  Nutrition  and  Bone 
Health'  in  1998  which  clearly  identified  the  role  of 
both  these  nutrients  in  the  maintenance  of  strong 
bones  and  prevention  ol  osteoporosis. 

Peak  bone  mass  is  reached  between  2t  and  35 
years  of  age,  and  lifestyle  factors  such  as  diet  and 
exercise  are  important  in  enabling  individuals  to 
achieve  a  bone  mass  which  reflects  their  genetic 
potential. 

Many  clinical  trials  in  children,  adolescents  and 
young  adults  show  the  benefits  of  calcium 
supplementation  or  calcium-enriched  diets  in 
increasing  bone  density. 

Once  peak  bone  mass  is  achieved,  adequate 
calcium  intake  is  necessary  to  ensure  that  bone  loss  is 
minimal.  In  most  people,  this  averages  0.3  to  0.4  per 
cent  per  year  from  35-40  years. 

The  menopause  brings  about  an  increased  loss  in 
bone  density  due  to  the  loss  of  the  female  hormone 
oestrogen,  which  causes  an  increase  in  the  rate  at 
which  osteoclasts  break  down  bone,  without  a 
compensator)  increase  in  the  rate  at  which 
osteoblasts  replace  and  build  it. 

This  increased  rate  of  bone  loss  has  been  estimated 
at  2-5  per  cent  a  year  and  may  continue  for  as  many 
as  eight  to  ten  years  after  the  menopause.  There  is  as 
yet  little  evidence  that  calcium  supplementation  in  the 
five  years  after  menopause  has  a  marked  effect  on 
bone  density.  The  most  effective  means  of  maintaining 
bone  density  during  this  time  is  hormone 

replacement 
therapy. 

There  is, 
however, 
significant 
evidence  that  the 
effect  of  HRT 
with  calcium 
supplementation 
may  be  greater 
than  that  of  HRT 
alone.  Clinical 
trials  in  women 
who  are  more 
that  five  years 
past  the 

menopause  have 
shown 

convincing  evidence  of  a  protective  effect  on  bone 
health.  This  is  particularly  evident  where  calcium  and 
exercise  are  combined. 

Although  calcium  supplementation  did  not  in  all 
cases  arrest  bone  loss,  bone  density  was  1-3  per  cent 
higher  in  those  groups  receiving  supplemental 
calcium,  and  bone  loss  was  reduced. 

The  role  of  vitamin  D 

Vitamin  D  increases  calcium  absorption  from  the 
small  intestine  and  influences  both  calcium 
deposition  and  resorption  from  bones.  Most  people 


get  enough  vitamin  I), 
although  our  main  source 
is  the  action  of  the  I  V  in 
sunlight  on  the  skin. 

For  varying  reasons, 
certain  groups  are  at  risk  of 
poor  vitamin  I)  status  and 
supplementation  is 
recommended.  They 
include  the  elderly 
housebound.  Asians, 
pregnant  and  lactating 
women,  and  infants. 

The  public  has  until 
fairly  recently  been  ignorant  of  the  role  of  these 
nutrients  in  bone  health.  In  a  recent  survey, 
commissioned  by  Whitehall  Laboratories  among 
women  aged       onlv  1 1  per  cent  of  respondents 
knew  that  one  in  three  women  was  at  risk  of 
osteoporosis.  Ninety  per  cent  of  them  did,  however, 
know  that  at  the  menopause  women  start  to  lose 
more  calcium  from  the  bones  than  is  replaced. 

Among  recent  changes  in  our  diet  is  the  decrease 
in  milk  consumption.  The  National  Diet  &  Nutrition 
Survey  of  adult  diets  showed  that  2~  per  cent  ol  16- 
18-year-old  girls,  and  10  per  cent  of  women  (aged 
19-50  years)  have  intakes  below  the  lower  reference 
nutrient  intake.  This  is  the  level  that  is  thought  to  be 
consistent  with  deficiency  and.  according  to  COMA, 
mav  not  be  compatible  with  good  bone  health. 

Of  all  population  groups,  teenage  girls  and  women 
appear  to  have  the  worst  diets,  and  this  mav  reflect 
repetitive  dieting  and  a  tendency  to  miss  breakfast 
and  avoid  dairy  products. 

Although  men  are  a  lower-risk  group,  as  many  as 
2t  per  cent  of  fractures  in  adults  over  the  age  of  65 
are  in  men.  Similarly,  over-exercise  or  excessive 
dieting  in  young  women,  resulting  in  a  low  body 
weight,  can  cause  cessation  of  menstruation  and  the 
loss  of  the  protective  effect  of  oestrogen. 

Fractures  caused  by  osteoporosis  cost  UK  pic  and 
the  NHS  £940  million  even  year,  but  the  UK  spends 
less  on  early  detection  and  diagnosis  than  most  other 
European  countries.  Early  detection  of  bone  loss  is 
key  to  preventing  unnecessary  suffering  ami  the 
escalation  of  healthcare  costs.  The  annual  cost  of 
prescribed  calcium  and  vitamin  1)  supplements  is 
estimated  to  be  about  £  1 2(1  per  person. 

With  the  incidence  of  osteoporosis  likelv  to  grow,  it 
is  important  to  raise  awareness  of  lifestyle  factors 
which  can  be  controlled  by  individuals.  Of  these, 
regular  weight-bearing  exercise  and  ensuring  a 
healthy  and  balanced  diet  which  includes  adequate 
levels  of  calcium  intake  and  exposure  to  sunlight  are 
the  most  important. 

Although  the  recent  growth  in  the  calcium 
supplement  market  is  likelv  to  reflect  increasing 
knowledge  among  key  at  risk'  groups,  there  remain 
significant  opportunities  for  pharmacists  to  discuss 
osteoporosis  risk,  particularly  with  women  at  or 
approaching  the  menopause. 

In  addition  there  is  a  role  to  be  played  by 
manufacturers  in  educating  consumers  about  the 
need  for  calcium  supplementation.  Although  many 
people  believe  they  have  a  calcium  rich  diet,  the 
evidence  shows  that  few  are  meeting  the  optimal 
levels  of  calcium  intake  for  bone  health. 
Manufacturers  can  provide  advice  through  a  non- 
promotional  telephone  advice  line  such  as  the  newly- 
launched  Whitehall  Careline. 
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Vaginal  thrush  -  the  way  forward 


Kamaljeet  Bachu, 
aining  manager  for 
yer  Consumer  Care, 
looks  at  treatment 
ions  for  thrush  and 
levelopments  which 
offer  value  to 
pharmacies 


With  75  per  cent  of  women  experiencing  at  least  one 
episode  during  their  lifetime,  vaginal  thrush  is  not 
only  an  irritating  condition,  it  is  also  extremely 
common. 

About  half  of  those  who  experience  thrush  will 
suffer  a  repeat  attack,  while  up  to  5  per  cent  of  all 
women  suffer  from  chronic  recurrent  thrush. 

The  symptoms  can  range  from  fairly  minor 
irritation  to  severe  discomfort,  ami  although  not  life- 
threatening,  vaginal  thrush  can  damage  a  woman's 
sell-esteem  and  affect  her  emotional  outlook. 

The  condition  is  caused  by  an  overgrowth  of  a 
yeast-like  fungus,  most  commonly  Candida  albicans, 
although  other  Candida  species  can  be  involved. 
These  fungi  are  normally  present  on  the  skin,  as  well 
as  in  the  gut  and  vagina. 

An  infection  develops  when  the  balance  between 
the  toxic  properties  of  the  fungus  ami  (he  defence 
mechanism  of  the  individual  host  is  disrupted.  As  with 
many  conditions  (hat  you  encounter,  there  is  a  variety 
of  factors  that  can  cause  (his  disruption.  Broadly 
speaking  they  tall  into  three  categories: 

•  Factors  that  affect  the  vaginal  environment. 
Local  heat  and  moisture,  hormonal  balance  and  the 
use  of  antibiotics  can  all  create  conditions  inside  the 
vagina  that  encourage  the  growth  of  Candida. 

•  Factors  that  affect  the  vaginal  wall.  The  layer 
of  skin  that  normally  forms  a  physical  barrier  against 
invasion  b\  infection  can  be  weakened  by  perfumed 
soaps  or  deodorants.  It  can  also  suffer  physical 
damage  from  scratching  or  even  sexual  intercourse. 

•  Factors  that  affect  immune  status.  Certain 
medical  conditions,  such  as  diabetes,  or  therapy 
involving  immunosuppressants,  can  reduce  the  body's 
natural  defence  response. 

Most  women  who  have  experienced  one  episode  of 
thrush  will  be  able  to  describe  the  typical  symptoms 
of  acute  external  itching,  soreness  and  vulval  burning, 
and  whitish  vaginal  discharge. 

However,  some  women  experience  other,  more 
severe,  symptoms  such  as  swelling  of  the  vulva, 
dysuria  and  dyspareunia. 

Attitudinal  research 

A  study  of  the  behaviour  ami  attitudes  of  thrush 
sufferers  was  carried  out  in  July  2000  by  Taylor 
Nelson  on  behalf  of  Bayer,  makers  ofCanesten.  It 
gives  the  pharmacist  an  up-to-date  insight  on  the 
profile  and  needs  of  this  group  of  customers. 

The  research  confirmed  that  a  woman  is  most 
likely  to  experience  her  first  attack  of  thrush  during 
her  late  teens  or  twenties.  These  patients  need  to  be 
referred  to  their  GP  for  a  definitive  diagnosis 

The  most  frequent  sufferers  are  aged  25-34,  with 
4 1  per  cent  of  women  of  this  age  suffering  more  than 
three  times  a  year.  Itching  is  the  most  common  ami 
most  irritating  symptom,  ami  women  w  ho  experience 
thrush  frequently  are  likely  to  have  more  continual 
itching. 

Typically,  symptoms  will  last  lor  five  davs.  Possibly 
as  a  result  of  this,  over  half  of  sufferers  are  looking 
lor  a  product  that  will  offer  immediate,  soothing  relief 
when  they  come  in  to  your  pharmacy  -  and  40  per 
cent  of  them  are  likely  to  seek  advice  from  their 
pharmacist. 

The  research  also  highlighted  that  women  today 
are  more  aware  of  the  possible  side  effects  of 
medication,  with  almost  half  stating  that  this  factor 
influenced  their  choice  of  treatment. 

The  importance  of  offering  symptom  relief  and 
effective  treatment  cannot  be  understated.  A  recent 
clinical  study  conducted  at  Guvs  &  St  Thomas's 
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Hospital  has 
confirmed  that 
candidal  thrush  is 
both  an  external 
and  internal 
problem  for  the 
majority  of  women. 

Vulval  and 
vaginal  swabs  were 
collected  from  714 
female  patients 
during  November 
1999  and  analysed 
using  cultures 
grow  n  from  the 
samples  and 

microscopy.  Of  those  who  tested  positive  for  a 
candidal  vaginal  culture,  01  per  cent  also  had  a 
positive  vulval  culture. 

These  results  support  (he  recommendation  of  an 
external  antifungal  cream  lor  symptom  relief  in 
combination  with  an  internal  vaginal  treatment. 

Treatment  preferences 

There  are  various  effective  antifungal  products 
available  in  today's  pharmacy,  but  consumers  may  not 
alvvavs  be  aware  of  the  latest  advances  in  presentation 
and  formulation.  You  can  perform  a  valuable  role  in 
helping  customers  choose  the  most  appropriate 
treatment. 

Single  treatments  are  preferable  as  the  complete 
therapeutic  dose  is  taken  or  applied  in  one  go,  but 
remember  that  symptoms  may  not  disappear  for  five 
davs.  Customers  may  appreciate  the  need  for 
additional  symptomatic  relief  if  they  understand  this 
fact. 

A  recommendation  could  include  a  combination 
product  that  can  provide  effective  internal  treatment 
and  relief  from  the  irritating  vulval  itch. 

Another  factor  to  bear  in  mind  is  how  your 
recommendation  will  he  perceived.  The  Taylor  Nelson 
research  showed  that  the  leading  thrush  brand  has  92 
per  cent  awareness  among  women;  about  half  choose 
it  because  it  is  a  well-known  brand  that  they  trust. 

The  study  also  showed  that  certain  women  choose 
a  treatment  on  the  basis  of  its  formulation  and 
presentation.  For  example,  some  women  seem  to 
prefer  using  a  cream  treatment:  in  fact,  84  per  cent  of 
women  w  ho  had  used  one  of  the  cream  products 
containing  clotrimazole  said  that  they  would  do  so 
again. 

This  may  indicate  a  trend  in  favour  of  cream 
formulations  since  this  figure  has  grown  from  74  per 
cent  in  the  previous  study  conducted  in  1009.  One 
fairly  recent  innovation  to  meet  this  preference  is  an 
applicator  containing  10  per  cent  clotrimazole 
cream,  which  is  inserted  just  like  a  tampon.  This 
product  can  be  recommended,  along  w  ith  a  separate 
tube  of  antifungal  cream  when  external  relief  is  also 
needed. 

Final  points  to  consider  when  making  a 
recommendation  are  the  risk  of  side  effects,  and 
possible  contraindications  or  drug  interactions.  Many 
women  suffer  from  vaginal  thrush  while  pregnant,  so 
it  is  worth  remembering  that  oral  treatment  is 
contraindicated  at  this  time. 

Vaginal  thrush  is  an  extremely  common  condition 
that  affects  many  women  on  a  regular  basis.  About 
half  of  them  choose  to  self-treat  with  products  from 
the  pharmacy.  They  are  customers  who  will  keep 
coming  back  if  you  can  help  them  understand  this 
uncomfortable  and  distressing  condition. 
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Recharge  for  the  VMS  category 


Paul  Ardron,  vitamins 
category  manager,  trade 
marketing,  at  Roche 
Consumer  Health,  tells 
how  focusing  on  the 
consumer  with 
professional  advice  in- 
store,  close  attention  to 
merchandising,  training 
and  stocking  the  right 
brands,  will  enable 
pharmacies  to  capitalise 
n  a  booming  VMS  market. 


The  vitamins,  minerals  and  supplements  (VMS)  sector 
has  a  market  value  of  over  £350  million.  Over  the 
past  five  years  it  lias  seen  year-on-year  growth, 
making  it  one  of  the  fastest-growing  categories  in  the 
OTC  arena. 

Three  market  segments  -  adult  multivitamins, 
children's  multivitamins,  and  specialist  supplements  - 
have  driven  this  growth.  Projecting  forward,  it  would 
be  fair  to  say  category  sales  for  the  year  2005  will  be 
well  in  excess  of  £400m. 

liven  with  these  impressive  figures,  the  VMS 
category  is  an  enigma  when  compared  to  other 
categories  in  healthcare.  When  almost  even  adult 
uses  dental  products,  or  shampoo,  why  is  it  that  just 
one  in  three  adults  claims  to  take  a  vitamin 
supplement  during  the  course  of  a  year? 

Even  multivitamins,  the  largest  vitamin  category, 
only  has  claimed  usage  by  a  typical  user  of  just  over 
three  packs  per  year.  Vitamin  C,  arguably  the  best 
known  vitamin,  is  only  taken  by  10  per  cent  of  the 
population  during  the  course  of  a  year. 

However,  lor  the  past  two  years  Roche  Consumer 
Health  has  been  researching  both  the  market  and  the 
consumer  in  great  detail.  A  significant  amount  of 
work  has  gone  into  an  initiative  that  we  believe  will 
create  a  step  change  in  the  market.  This  involved  both 
vitamin  consumers  and  non-consumers  -  significant 
when  only  6.5  per  cent  of  the  population  accounts  for 
approximately  5S  per  cent  of  vitamins  sales! 

The  first  element  of  the  research  highlighted  how 
the  consumer's  age  affected  purchasing  habits.  It  is 
straightforward  to  map  traditional  factors  in  the 
vitamins  market  onto  a  chart  (see  figure  I ). 

What  is  perhaps  more  interesting  is  to  explore  the 
consumers'  actual  motivation  for  getting  into  the 
category.  This  involved  clustering  the  responses  ot 
consumers  to  show  what  is  the  most  basic  need  that 
thev  are  trying  to  address  with  vitamins. 

So,  for  example,  in  figure  2  what  we  are  doing  is 
ignoring  the  more  obvious  ways  of  segmenting  the 
market  -  such  as  by  ingredient,  or  even  by  brand  or 
manufacturer. 

From  figure  2  we  can  see  the  more  obvious  ways  of 
talking  about  the  market.  For  example,  rather  than 
talking  about  vitamin  C  or  zinc,  the  consumer  would 
say  that  what  thev  want  is  something  to  help  protect 
their  immune  system.  Put  in  these  terms,  it  has 
allowed  us  to  fully  delve  into  consumer  motivations 
when  working  on  our  brands. 

This  autumn,  Roche  will  relaunch  two  of  the 
biggest  vitamin  brands  in  the  market.  Sanatogen  will 
be  relaunched  with  new  packaging  and  a  new 
advertising  campaign  talking  about  the  need  for  a 
balanced  diet'  and  how  Sanatogen  can  help 
consumers  just  make  sure'. 

This  same  research  project  also  drove  the  relaunch 
of  the  pharmacy  brand  Redoxon  -  again  focusing  on 
the  benefit  of  the  product,  immune  defence. 

Importantly  for  the  pharmacist,  this  focus  has 
allowed  Roche  to  cut  both  the  Sanatogen  and 
Redoxon  ranges,  thereby  offering  a  tighter  selection 
to  both  the  retailer  and  the  consumer. 

The  final  piece  of  the  jigsaw  for  Roche  is  the 
launch  of  Supradyn  Recharge.  This  is  a  new  range 
that  will  focus  on  the  medium-term  energy  lows 
experienced  by  customers  for  periods  of  time 
throughout  the  year. 

The  'energy'  sector  that  this  brand  will  drive  was 
identified  by  23  per  cent  of  vitamins  consumers  as  a 
reason  for  their  first  purchase  of  a  vitamin. 

But  what  about  the  pharmacy  retailer?  The  VMS 
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1.  The  Influence  of  Litestage  (Roche  I'&A 
Study,  November  99) 

category  is  worth  £64.3m  to  pharmacies  (excluding 
Boots).  Although  the  overall  market  has  grown  7.3 
per  cent,  pharmacy  sales  have  fallen  3-6  per  cent  (1RI 
value  sales  MAT  16.7.00).  Pharmacies  are  still 
squeezed  bv  supermarkets  and  by  healthfood  stores. 

However,  their  staff  still  have  the  unique  advantage 
of  being  trusted  healthcare  advisors.  Thev  have  the 
necessary  credibility  to  reassure  consumers.  To 
ensure  people  visit  pharmacies,  the  joint  messages  of 
health  promotion  and  illness  prevention  that  are 
associated  with  vitamins  must  be  promoted. 

This  message  should  be  backed  up  with  a  high 
level  of  in-store  expertise.  It's  up  to  pharmacies  to 
ensure  it  is  there  and  create  major  competitive 
advantage  in  the  process. 

Consumer  research  time  and  again  has  shown  that 
the  biggest  deterrent  when  buying  VMS  is  the 
confusing  array  of  products  available.  Consumers  will 
often  approach  the  vitamins  fixture  and  walk  away 
empty  handed  because  the  range  confuses  them. 

Pharmacies,  too,  can  assist  consumers  with  clear 
communication  to  simplify  their  choice.  One  way  to 
help  the  consumer  is  to  segment  the  fixture  into 
simple,  uncluttered  sections,  such  as  Everydav  Good 
Health,  Energy  and  Vitality,  Healthy  Joints,  Health) 
Immune  System,  Children's  growth  and  Development. 

There  are  a 
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Clusters  (Roche  U&A  study. 
November  99) 


significant  number 
of  changes  that  the 
pharmacy  can 
make  to  focus  on 
vitamins.  One  is  to 
move  the  VMS 
fixture  near  to  the 
dispensary  and 
medicines  counter. 
This  helps  create 
the  link  between 
VMS  and 
preventative 
healthcare. 
Other  tips  are: 

•  Stock  a  core 
range  of  the  top  50  lines  (try  not  to  buv  on  deal  - 
these  are  normally  the  lines  that  consumers  don't 
want). 

•  Don't  clutter  the  fixture  with  slow-selling  brands. 

•  Keep  up  with  new  product  launches  from  the  big 
manufacturers. 

•  Clearly  segment  the  fixture  into  consumer 
understood  categories 

•  Don't  be  afraid  to  increase  space  for  the  beacon' 
brands  that  will  attract  new  customers  to  your  fixture. 

•  Supplements  such  as  multivitamins  and  vitamin  C 
are  the  main  areas  for  new  consumers.  Make  sure 
that  thev  are  clearlv  visible  at  eve  level. 
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All  not  well  under  the  sun? 


ie  to  stop  treating    The  regulation  of  borderline  medicinal  products  is 
ncare  products  as     being  looked  at  more  closely  every  day.  There  are 
tics?  How  far  can     presently  no  grey  areas,  administratively.  Products  are 
rmacists  trust  the     categorised  as  medicinal  or  cosmetic, 
lucts  that  they  are     Cosmeceuticals'  is  a  category  invented  by  the 
ing?  Graham  Hill,  industry. 

naging  director  of        Has  the  time  come  to  consider  creating  a  licensing 
Pharmaceuticals,     category  for  sunscreens  which  is  not  as  rigorous  as 
tvners  of  the  Drug     that  lor  medicines,  hut  ensures  regulation  of 
lariff- listed  Dclpii     protective  claims  anil  active  ingredients,  while 
•een  range,  delves     allowing  alterations  to  non-active  cosmetic 
into  controversy    components  of  the  formulations? 

The  number  of  overseas  holidays  taken  by  UK 
citizens  is  increasing  year  on  year,  and  now  exceeds 
the  number  taken  domestically.  The  incidence  of  skin 
cancer  is  increasing  in  line  with  this.  Some  40,000 
people  annually  are  diagnosed  with  skin  cancer, 
resulting  in  around  2,000  deaths  each  year. 

When  simians  first  became  fashionable,  cosmetic 
products  to  enhance  and  accelerate  them  began  to  be 
sold.Fortunately,  we  now  understand  the  dangers  of 
solar  radiation  and  sunbathing  is  recognised  as  a 
health  risk.  Sun  protection  is  a  serious  health  issue. 

In  general  the  public  is  still  not  aware  of  the  long 
latent  period  between  the  induction  of  skin  cancer 
and  its  clinical  manifestation.  Fewer  than  hall  the 
patients  questioned  in  one  survey  related  skin  cancer 
to  prolonged  exposure  to  the  sun. 

Levels  of  knowledge 

Levels  of  consumer  understanding  of  the  hazards  of 
over-exposure  to  the  sun  van  considerably.  The 
Australians  have  managed  to  halt  the  increase  in  the 
incidence  of  skin  cancer  through  rigorous  education. 

Here  in  the  UK,  skin  cancer  is  now  considered  to  be 
an  epidemic,  with  the  number  of  cases  doubling  even 
10  years.  Twice  as  main  people  now  die  of  skin 
cancer  in  the  UK  every  year  compared  to  Australia. 

There  is  a  growing  realisation  that  sun  creams  can 
fulfil  an  important  protective  role.  However,  many  UK 
consumers  are  surprised  at  the  lack  of  regulation 
governing  the  efficacy  of  the  sun  creams  they  buy. 

Under  the  Trades  Descriptions  Act  the  only 
requirement  is  that  all  claims  made  on  the  product's 
packaging  can  be  justified.  Perhaps  now  is  the  time  to 
formalise  testing  methods  for  suncare  products  in  the 
UK,  as  more  people  come  to  appreciate  that  they  are 
safety  products  and  not  purely  cosmetics. 

Most  UK  companies  involved  in  the  suncare 
business  are  highly  responsible,  but  there  are  those, 
who  slip  through  the  net,  and  this  harms  the  whole 
industry. 

There  are  companies  who  import  suncare  products 
from  the  USA.  Whilst  the  Food  &  Drugs  Agency  takes  a 
strong  line  on  the  regulation  of  sun  creams  sold  in 
America,  there  is  nothing  to  stop  suncreams 
manufactured  in  the  US  to  different  standards  being 
sold  over  here. 

In  the  US,  sunscreens  are  classified  as  'cosmetic- 
drugs'.  The  Americans  use  different  testing  methods 
and  equipment  to  the  UK.  Some  American  SPF  30s, 
for  example,  could  be  as  low  as  SPF  15  by  UK  testing 
methods.  The  consumer  is  unlikely  to  be  aware  of 
this  and  is  possibly  being  harmed  as  a  result.  We 
know  of  two  court  cases  where  Trading  Standards  is 
challenging  companies  that  have  imported  such 
products. 

In  vivo  or  in  vitro? 

The  British  method  of  testing  for  the  sun  protection 
factor  is  based  on  an  in-vivo  application  of  2mg  of 


sun  cream  applied  per  sq  cm  of 
skin.  The  results  can  be 
replicated  in  vitro,  using  a 
spectroscope. 

A  difficulty  lies  in  the  fact  that 
the  majority  of  in-vitro  testing 
is  not  as  accurate  as  in-vivo 
methods  \\  hile  independent 
testing  may  be  carried  out  to 
determine  a  product's  efficacy, 
financial  constraints  often  mean 
the  tests  that  are  commissioned 
are  /'//  vitro. 

There  have  been  cases  where 
in-vitro  testing  has  shown  a 
product  to  he  below  the 
acceptable  standard,  but  in-vivo)^ 
tests  have  shown  the  sample  to 
he  acceptable 

If  the  industry  does  not  always  do  enough  lor 
consumers,  consumers  do  not  always  help 
themselves.  They  often  apply  insufficient  sun  cream. 
The  recommended  application  lor  an  adult  is  35ml. 

Studies  show  that  the  amount  applied  by  the  user  is 
usually  only  a  third  to  a  half  of  that  needed  to  provide 
the  SPF  protection  shown  on  the  bottle. 

Although  many  of  the  better  suncare  products  are 
water-resistant,  they  are  not  'towel-resistant'! 
Swimming  might  not  remove  your  sun  cream,  but 
drying  yourself  almost  certainly  will.  And  adding  more 
suncream  to  that  already  applied  will  not  increase  the 
length  of  time  you  can  spend  in  the  sun. 

How  high  do  you  go? 

What  should  be  the  highest  SPF  available  through 
retail  outlets?  Ten  years  ago,  most  commercially 
available  sunscreen  products  had  sun  protection 
factors  of  less  than  10,  but  now  the  trend  is  for  higher 
factors.  Since  the  mid-  1900s  all  major  producers  have 
offered  products  with  SPFs  of  at  least  3". 

In  Australia,  the  highest  SPF  that  can  legally  be  sold 
is  SPF  30.  This  law  is  only  a  couple  of  summers  old. 
Prior  to  that,  the  limit  was  SPF  15.  There  are  good 
reasons  lor  this: 

#  The  difference  in  protective  terms  between  SPF  30 
and  50  is  negligible,  unless  you  suffer  from  a  medical 
hypersensitivity  to  solar  radiation 

•  People  should  not  be  led  to  believe  that  thev  can 
stay  safe  in  the  sun  for  longer  simply  by  moving  to  a 
higher  SPF  rated  product. 

Adequate  and  careful  application  and  sensible 
behaviour  in  the  sun  are  more  important  factors  than 
higher  and  higher  SPF  numbers.  Communicating  this 
to  the  consumer  is  extremely  important. 

The  government  is  regrettably  doing  little  to  help 
get  the  message  across.  The  Health  Education 
Authority  had  an  annual  budget  of  £425,000 
(£100,000  of  which  came  from  the  private  sector) 
for  its  Sun  Know  How  Campaign'. 

Unfortunately,  the  HEA  is  no  more,  and  its 
successor,  the  Health  Development  Authority, 
concentrates  only  on  those  areas  of  health  education 
where  results  can  be  rapidly  quantified.  The 
successful  results  of  a  skin  cancer  campaign  will  not 
be  seen  for  10  to  15  years. 

It  is  ironic,  though,  that  the  Prime  Minister  has 
highlighted  cancer  treatment  as  a  priority  area  for  the 
NHS.  The  one  almost  totally  avoidable  form  of  cancer 
is  skin  cancer! 

A  list  of  references  used  in  compiling  this  this 
article  is  available  on  request  from  the  editor. 
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